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We've “made good” 


by making good hardware 








For 22 years the Builder’s Hardware made by National 
Manufacturing Company has been of such high quality that 
dealers have never been other than proud to sell it. Its 
fine points of construction, its inner sturdiness; its attractive 
designs and finishes have made their customers completely 
satisfied, and its reasonableness of price has made them 
more so. 


This exceptionally reasonable price is due to the fact that 
National Builder’s Hardware is supplied direct, which auto- 
matically eliminates a third-party-profit and returns you a 
slightly larger one than ordinary. 


National Builder’s Hardware will “make good” in your 


store, and the way to get it in there is to have a National 
salesman call. A postcard to us will bring one. 


National Manufacturing Co., Sterling, III. 
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No. 77 


One of the fastest-selling Door Hangers ever made. 


Ask the National Salesman to show you this Hanger, and get the model to put on your 
counter. 


Hanger has flexible hinge-joint which allows door to swing wide when bumped (a very 
popular feature). Strongly made of heavy gauge steel with embossed connecting-strap 
and drop-strap. Has oil holes for bearings which are anti-friction-steel. Packed 
complete in box with every essential part required for installment. 
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By Marcarer E. SANGSTER 





YHEY took their feast day fearfully, those folks 
Who came across a troubled, unknown sea, 
To throw aside a ruling tyrant’s yoke— 
To worship as they pleased, and to be free! 
They took their feast day fearfully, they knew 
That terror lurked in every shadowed place, 
And yet they blessed their God for dreams come true, 
And read Thanksgiving in each lifted face. 


The years have slipped aside, and we have known 
The tumult of great wars, the battle call; 

Our nation has been scarred, but it has grown 
Until we have a place for one and all. 

We strive for gain, we struggle with our fears, 
We try to triumph over doubts and cares, 

And still Thanksgiving rises over tears, 
To the great glory that life’s rainbow shares. 


And still we take our feast day giatefully, 
We bow our heads above a well-filled board, 
And pray with upraised heart, and bended knee, 
In thankfulness for all His Grace has stored. 
And glancing down the centuries, we know 
oe That they who made that first Thanksgiving Day, 
eee fom Are standing near us, in the afterglow, 
Because the dream they dreamed has come to stay! 

















formerly regarded as the center 

of the culinary and social activ- 
ities of the home. The hardware 
store today is the center of supplies 
for the Thanksgiving celebration. 
A great majority of the articles used 
in making the feast a success come 
from some hardware stock. 

Three hundred years ago the Pil- 
vrims held their first Thanksgiving, 
but it lacked the ease and luxury of 
the present day holiday. The Warren 
County Hardware Co., Bowling 
Green, Ky., has caught the early 


i old-fashioned fireplace was 
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day spirit admirably in the window 
which is illustrated herewith. W. H. 
Lowe, who has charge of the win- 
dows, has shown no mean ability in 
this direction, and his reproduction 
of details is authentic. Every note 
in this display from the rag rug to 
the seed corn hung up to dry is just 
as it might have been 300 years ago. 
It goes without saying that the win- 
dow made an impression upon the 
inhabitants of Bowling Green. It is 
interesting to note that the cast iron 
ware, so much in demand in those 
days, is again coming into its own. 
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Windows 


That Sold 


Everything 


But 


the Turkey 


Housewives are demanding the old- 
fashioned iron kettles, skillets, Dutch 
ovens, etc. 

Notice the other window, also de- 
signed by Mr. Lowe of the Warren 
County Hardware Co. It shows the 
Thanksgiving setting as it is today, 
and the difference is seen at once. 
Modernism is shown in every article 
displayed and these two windows on 
either side of the store made a con- 
trast that told the tale more easily 
and more quickly than thousands of 
words. 

There is a secret about the present 


Pig the left 


we see the 
way in which 
the Barrett 
Hardware Co., 
Joliet, Ill., fea- 
tured its 
Thanksgiving 
cutlery. It 
brought re- 
sults. 
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HE two windows shown 
at the top of these pages 
were trimmed by W. H. Lowe 


for the Warren County 
Hardware Co. of Bowling 
Green, Ky., and represent 


the family fireside of 300 
years ago and of the present 
day. At the left we see the 
Pilgrim fireplace completely 
equipped with all of the old- 
fashioned utensils. At the 
right is the hearth side of 
today. These two displays 
were featured at the same 
time and brought some ex- 
cellent Thanksgiving 
ness to the store. 


busi- 


day Thanksgiving Day window. Mr. 
Lowe had Christmas in mind when 
he made it, and as soon as Thanks- 
giving had passed he quickly pulled 
out the merchandise displayed and 
used the same back for his holiday 
window. The idea worked out success- 
fully and the same fireplace and 
background were used to advan- 
tage. The Christmas tree, the tinsel, 
the holly and the merchandise quickly 
transformed the scene with no addi- 
tional expense. This would be a good 
idea for many stores who make 
special windows for Christmas as 
they could just as well set them for 


AP last . 
all is 
display “a 
the Vonnegut 
Hardware Co., 
In diaapolis, 
Ind., playing 
up everything 
needed for the 
Thanksgiving 
feast. 
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Thanksgiving and then use the same 
background for their Christmas win- 
dows, which should go in the day 
after Thanksgiving. 

The Barrett Hardware Co., Joliet, 
Ill., took the opportunity of attract- 
ing Thanksgiving patronage by mak- 
ing a cutlery and silver display. One 
can see from the illustration just 
how effectively these lines of hard- 
ware can be shown. The window 
from the Vonnegut Hardware Co., 
Indianapolis, Ind., also offers many 
ideas for a Thanksgiving trim. Here 
cutlery, thermos jugs, electrical ap- 
pliances and silverware combine to 











make a profit producing display. 
Don’t overlook the roasters and the 
kitchen supplies so much in demand 
at this season. Home stocks will be 
replenished in large numbers this 
year and the harvest will be all done, 
crops sold and, consequently, money 


will be available for substantial 
household purchases. 
There’s an atmosphere about 


Thanksgiving that’s all its own and 
it is easily transferable to the store 
window. If you are going to make 
a drive on Thanksgiving merchan- 
dise why not put the spirit of the 
season in your displays? 
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gf Marnderne 


By Saunders Norvell 


Chapter [V—Colorado 


“Prospectors were combing the hills in search of the precious metals” 


T was in January, in the year 1888, that I landed 
in Denver. This city was in future to be my head- 
quarters. Denver at that time was building up 

rapidly. Silver and gold mining was booming and all 
the mining camps were running full-blast. Prospec- 
tors were outfitting everywhere and combing the hills 
in search of the precious metals. There was a flame of 
speculation, and everywhere mining claims were being 
bought and sold. On all hands one heard stories of 
great wealth suddenly acquired in mining or in mining 
stocks. 

To the young salesman just arrived from Kansas, 
Denver appeared to be a very great city. Instead of 
the farm wagon and the one-horse car with which he 
was familiar, there was the wonderful improvement 
of the cable line. It was great just to stand on the 
street corner and see the long trains of cars go up and 
down the streets without any direct evidence of a pro- 
pelling power! 

I promised you in the introduction to these articles 
that I would tell you about some of my thrills. I re- 
member in the previous November I went out with my 
wife to find a home in Denver. I will never forget 
when the train on the Union Pacific stopped at First 
View and we stepped off the train and saw the blue, 
jagged line of the Rocky Mountains many miles away. 
When Balboa saw the Pacific Ocean he was not any 
more thrilled than I was. I had never seen a mountain 


before. Arriving in Denver, we looked around for a 
house, but none was to be had. Finally, in the office 
of a real estate concern, they showed me a blue print 
of a house that was being built. I went out to Lincoln 
Avenue and saw the foundation excavation. From this 
I rented the house, and we moved out the following 
January. 

At about this time gas had given place to electric 
lights. Typewriters were appearing in the offices, and 
one felt that he was living in a world of wonderful 
progress. Denver, you know, is just a mile high. They 
have a club there they call “The Mile High Club.” The 
size of the city, the bustle and the excitement and 
possibly the higher altitude, made one’s heart beat 
faster. Anyhow, as I look back upon those days I 
can still feel the thrill that I felt at being located in 
such a remarkable place where they bought goods in 
such enormous quantities as compared with the orders 
I had been taking in my old territory in Kansas. 

I will also never forget when I first took an order 
from the Roberts Hardware Company in Denver from 
their buyer, L. Howard-Smith, how thrilled I was 
when they bought goods in full-case lots—transom lifts 
100 to a size, and the rest of the order all down the 
line in full cases. The word “beautiful” is not too 
strong an adjective to describe my feelings when I 
glanced over this first order. I figured it up in dollars 
and cents and the amount took my breath away. I had 
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sold.as much in one order in total volume as I usually 
sold in an entire week in Kansas! L. Howard-Smith, 
who now lives in Seattle and has charge of the buying 
of the Seattle Hardware Company, was a very sys- 
tematic buyer. He kept up to the last minute a won- 
derful price book. When I first sat down with him in 
his little office to quote him prices, he fixed me with 
his eagle eye and asked price after price. He evi- 
dently thought that he would pick me up, but I was 
prepared. Before leaving St. Louis I had carefully 
taken out of the files all the orders of the customers 
in my new territory. I made up a little price book on 
each customer. This book was alphabetically ar- 
ranged, and before calling on Mr. Howard-Smith 
I had carefully studied these prices so when he glared 
at me through his glasses and asked my quotations, I 
quoted him with the assurance of one who knows his 
business. , 

In passing, let me say that I found my little price 
books invaluable in selling this new trade. Some of 
the buyers attempted to give me the impression that 
my prices were not quite as low as my predecessor’s, 
but they soon learned, from my calm bearing and from 
my certainty, that I knew the prices they had been 
paying. At first these little price books were simply 
vest-pocket memorandum books, but afterward I de- 
veloped them into a good-sized book for every good ac- 
count. In this book afterward I not only entered the 
prices at which goods were bought but also the quan- 
tities of goods bought by each customer. As these 
books filled up, they became a mine of information. I 
could,: for instance, tell a customer the quantities of 
goods he had bought the previous year in wire cloth, 
ice cream freezers, refrigerators and other seasonable 
goods. It saved his looking up this information through 
his invoices. Naturally, it took time for me to post 
these books from my orders, but somehow I found the 
time and I happen to remember that in those days I 
concentrated my attention almost entirely upon my 
business because I do not believe I read a daily paper 
except on Sundays. It is surprising how much time 
a salesman can find if he will only utilize his spare 
moments. 

These customers’ books of mine, I believe, were of 
great assistance to me in building up my business. 





“We saw the blue 
~ jagged line of the 
Rocky Mountains” 
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Other salesmen did not carry the information I did. 
They trusted to their memories. They did not re- 
member on one trip the prices they had quoted on 
their former trips. If, for instance, a customer would 









“Then we put up a 
beautiful, polished 
brass sign down at the 
street entrance” 





say to me: “I think possibly later I can given you an 
order for striking hammers or handles,” down this 
promise went in my book. When I called on him the 
next time I referred to the book and reminded him 
of his promise. I even wrote in the front of these 
books the names of the clerks and their personal 
peculiarities so I could connect the name and the clerk 
—for example: “Joe (cross-eyed, with red hair).” 
Then when I called on my next trip, after studying my 
book, I would say, “Hello, Joe,” in the most offhand 
manner. I made it a rule to get down the names not 
only of the clerks but of the bookkeepers and of the 
porters and of the tinners who worked in the back 
shop. I also made it a point whenever I called to 
saunter around through the store, upstairs and down- 
stairs, and say “hello” to everybody and call them by 
their names. Of course, this is just a little thing, 
and you may laugh when you read it, but I think little 
things like this lead the boys to get together and say 
that you are a regular fellow, also to see that when 
you call the want book is well filled and is not “lost,” 
as happens in the case of some salesmen who are too 
superior to pay any attention to anybody except the 
boss or the buyer. 

After selling the Roberts Hardware Company, one 
of our largest accounts in Denver, I gained confidence 
and felt I could take care of some of the smaller mer- 
chants. In fact, about this time I was gaining con- 
fidence all the time. My first experience in big selling 
was in Colorado. 

We were living in the small house on Lincoln Ave- 
nue. Most of the front of that small house was one 
large glass window. Long years afterward, when I 
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visited Denver to address the Chamber of Commerce, 
I took my oldest daughter with me. We stopped at the 
Brown Palace Hotel. I asked her if she would like to 
see the house in which she had been born. She said 
she would, so we motored out there one afternoon. We 
stopped in front of the little house, so full to me of 
poignant memories. “There is the house,” I whispered 
to her. She leaned forward, took one look and re- 
marked: “I don’t think it is so much, do you?” Then 
we drove back silently to the hotel. She, of course, 
could not appreciate all the emotions that came to me 
at the sight of that little house—but back to my story: 


We Hang Out Our Sign 


I found that I would have to have some place down- 
town to store my samples and keep my catalog, papers, 
etc., so Ralph Brown, one of our other salesmen, and 
myself, rented an office in the Londoner Building. It 
was a small inside office for which we paid $15 per 
month. Then we put up a beautiful polished brass 
sign down at the street entrance with our names. I 
tell you, gentlemen, when you first hang out your sign 
to the world you get another thrill. Ralph and myself 
walked up and down the street several times, passing 
by casually to see how that sign would impress us! 

As business improved, we added a telephone and 
after a while we actually had the nerve to hire an 
office boy. The last I heard of Ralph he was in busi- 
ness for himself in San Francisco. I saw him just 
after the great earthquake and fire. Ralph was a 
very good salesman. He had a way of ingratiating 
himself into the good graces of his customers that 
was unusual. All of his customers swore by him. I 
remember Ralph gave me a sage piece of advice on 
salesmanship. He said the best way to hold a cus- 
tomer’s account was to borrow money from him. He 
said you could be sure of an order every trip until 
you paid up! 

About this time, on account of the death of a sales 
manager, Henry M. Meier, one of the vice-presidents 
of the Simmons Hardware Company, was placed in 
charge of the salesmen. Mr. Meier had been a suc- 
cessful salesman himself, traveling for many years in 
Missouri. He was a very systematic, methodical per- 
son. I remember he always had one of our large cat- 
alogs on the pull-out flap of his desk, and whenever any 
question came up about goods or prices he invariably 
referred to the catalog. Mr. Meier was also very 
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accurate, and he had an excellent memory. Now, it 
happened that the sales manager who died was very 
good-natured but not very methodical. He would write 
and inquire why we made certain prices, but if the 
salesman did not care to answer, that was the end of 
the matter. So Ralph and myself both fell into the 
habit of being somewhat careless about answering 
letters. I remember one day Ralph dropped into our 
office and I handed him a telegram I had been holding 
for him. Ralph took a seat, put his heels up on his 
desk, puffed his cigar and then, with great delibera- 
tion, tore open the telegram. Then, with still greater 
deliberation, he laid his cigar on the edge of the 
desk, brought his feet down to the floor and proceeded 
with a long-drawn whistle. ‘Say,’ said Ralph, ‘what 
do you think of this? Here’s a telegram from Henry 
Meier saying that unless I answer his letter of such 
and such a date I had better ship my trink of samples 
and catalogs back to the house.” Then Ralph deliv- 
ered himself of the following definite and decided con- 
clusion: “Say, I think that things that used to go 
won’t go any more.” He sat down and proceeded to 
indite an epistle to Mr. Meier, giving his alibi for not 
answering his letter. 


Memories of Harry Stringfellow 


My predecessor on the Colorado territory was 
Harry Stringfellow. He was a big-hearted, big-bodied, 
splendid fellow with a host of friends all over the State. 
Everybody liked Harry. All of his customers saved 
orders for him even when he joined “the Disappear- 
ing Club” and failed to call on them according to the 
date fixed in his postal cards. How wonderful it is 
what customers will stand from a salesman for whom 
they have a personal liking! Our house put up with 
Harry’s disappearances as long as they could but finally 
their patience gave out. As a result, I was moved to 
the territory. I had known Stringfellow personally 
for a long time, and greatly admired his many good 
qualities. After losing the territory, he arranged to 
take on a few manufacturers’ lines but he did not do 
very well. He made our office his headquarters, and 
finally he went out scouting for business for me. 
Whenever he landed any business that I could not get 
or business that I did not know about I paid him a 
commission. I could do this because I was working on 


(Continued on “page 73) 











ih 





“Harry would call off the items while I wrote them down” 
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ILLIAM 

E. Barnes, 

Inc., of Mem- 
phis, Tenn, 
started its paint 
department in 
1919. Today its 
stock ranges 
from $10,000 to 
$25,000 and it 
is turned five 
times a year. 
Over counter 
sales will total 
$25,000 for 1923 
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VER at the 

left is a view 
of the firm's 
paint depart- 
ment. Each 
shelf and sec- 
tionisnum- 
bered. The box 
in front of the 
elevator con- 
tains stock 
cards giving 
the location of 
each kind of 
paint. 


Setting a Goal of $100,000 
in Paint Sales 


second year of intensified effort 

of the paint department of 
Wm. E. Barnes, Inc., of Memphis, 
Tenn. For four years sales ran 
around $6,000 a year. In 1922 direct 
sales effort was put on the line and 
it is expected that the large total of 
$100,000 will be the record for sales 
during the present year. 

William E. Barnes has given 
HARDWARE AGE a complete story of 
how the paint department grew. In 
1919 Mr. Barnes returned from the 
war and, of course, went right to the 
hardware store as soon as he got 
home. One of the first things he did 
was to determine what lines were 
to be added which would pay in suffi- 
cient volume to offset the encroach- 
ments being made on the hardware 
lines by other classes of business. 


( ¥- end of 1923 will close the 


Grew by Itself 


Memphis had grown and competi- 
tion had become more keen, and it 
was necessary to look at the proposi- 
tion in a cold-blooded manner. So 
Mr. Barnes bought $30 worth of 
varnish, stain and paint from a local 
concern. He smiled when he made 
the statement, because his father was 
living at that time and had never 
carried paint, in fact, he thought his 


son was making a mistake by going 
into the line. But the sales from the 
first kept increasing in such a man- 
ner as to make even the most pessi- 
mistic enthusiastic. In the fall of 
1919 building had started again after 
the war-time period of inactivity, 
and as Mr. Barnes had to devote 
most of his attention to the builders’ 
hardware department, long one of 
the main departments of the store, 


the paint department grew a good’ 


deal like Topsy—‘“all by itself.” 
However, there was a good, steady 
demand for household paints and 
over the counter sales were well 
worth considering. 

In October, 1920, Mr. Barnes came 
into the store one day to find his 
father just closing a deal with a 
representative of a nationally known 
paint manufacturer for a $1,000 
stock. In one year, Mr. Barnes, 
senior, had seen the advantage of 
paint in the hardware store. As soon 
as the stock arrived, about twenty- 
four shelves were cleared, and from 
that time forward the business grew 
to such an extent that in 1921, when 
the store was destroyed by fire, there 
was a $20,000 stock on hand. The 
turnover had been -extremely satis- 
factory. The fire put the store out 
of business for three months, and as 


new plans were made the paint de- 
partment was given a prominent 
place. 


Five Turnovers a Year 


The stock order for the new store 
was $10,000. Since that time the 
business has boomed, and in less than 
three years a yearly total of $100,- 
000 will have been reached. The 
paint stock of this concern varies 
from $10,000 to $25,000, depending 
upon the season of the year, condi- 
tions, etc. Five turnovers a year are 
secured. There is some wholesale 
business on the line, but the heaviest 
sales run in March, April, May, June, 
September, October, November. The 
campaign to lengthen the painting 
season will help fill up the quiet 
months. 

The advertising budget for paints 
alone is 2 percent. This year $1,200 
will be spent by this company for ad- 
vertising its paints. Every build- 
ing permit is followed for prospects. 
The manufacturer receives periodical 
lists of prospects and property 
owners for promotion work from his 
end. The two working together pro- 
duce some fine results. Lists are 
made up from directories, personal 
knowledge of owners and permit lists 
which have been published. 
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Special sales are featured from 
time to time, but more attention is 
paid to demonstrations of quality 
than to making the paint business a 
price proposition. Four demonstra- 
tions are held each year. If it was 
necessary to reduce a certain line, 
sometimes the special sale was re- 
sorted to, and in many cases these 
leaders brought in other business as 
well as new leads. Paint is adver- 
tised in newspapers, window displays 
are used, displays are arranged in the 
store proper and signs are placed on 
the company trucks. 

The company has found it good 
business to cooperate with local 
painters. The classified columns are 
used, asking for permission to bid 
on contracts which these painters 
have. Prospects are turned over to 
reliable contractors and lists are 
furnished them every time there is 
a change. Wm. E. Barnes, Inc., also 
follows these lists to see that the 
paint comes from their store and aids 
the contractors in every way in get- 
ting the business. The firm does not 
take any contract work itself. 


Heavy Over Counter Sales 


The over the counter sales run 
about 25 per cent of the volume. That 
means $25,000 in over the counter 
sales for 1923. Arrangements have 
been made whereby a customer can 
finance the painting of his dwell- 
ing, but due to the heavy demand it 
was not necessary to use this method 
in securing business. The time may 
come, however, when a special part- 
payment plan will be worked out 
whereby home owners can have the 
work done without waiting for the 
money for the entire job. 

Paint window displays are run 
almost continuously in the busy 
seasons and the advertising is 
scheduled .in the same manner. A 
third or more of the business is done 
on a cash basis. Special schooling 
is provided for the paint salesmen 


and classes are held as often as an 
authority on paint can be found to 
talk to them. 

The retail stock of paints is 
watched very carefully and only the 
fast sellers are kept. This means 
smaller investment and faster turn- 
over. Mr. Barnes says, “We have 
always found it the best policy 
wherever possible to tie up with the 
strongest people we could in any line 
and to give them our ideas, limita- 
tions, etc., especially in an unfamiliar 
line. We have always been taken 
care of and have, so far, no regrets 
for having proceeded in this manner. 
Our manufacturer, like all of the big 
ones, has every selling help and will 
write to as many prospects as are 
furnished and as often as requested. 
Their advertising is widely enough 
used to make even the casual user 
familiar with the trade marks. It is 
only on rare occasions that our sales- 
men have any difficulty in selling our 
paint when another is asked for.” 

Mr. Barnes expressed himself as 
believing that it was essential for the 
hardware dealer to keep stock 
records. In this way a very definite 
control can be maintained on stocks 
at all times. For instance, the 
Barnes Company will carry only 
about one-half their regular paint 
stock during the dull season and by 
means of their card system they 
can tell exactly what the stock runs. 
By checking these cards with the 
inventory at any time, it is possible 
for the buyer to know just what 
items are live or otherwise. 


Order Records 


The combination order record and 
stock card of the paint department 
is shown herewith. The figures at 
the top of the column show the limits 
to which stocks can go. In other 
words, these figures indicate the 
maximum amount of stock that 
should be carried at one time. The 
numbers below indicate the location 
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The numbers below indi- 
numbers (black) show quantity ordered. 
of its receipt 


of the paint. Each section of the 
shelving is numbered, as shown in 
the illustration of the paint depart- 
ment, and each shelf is likewise num- 
bered, so these numerals on the cards 
show the clerk or other interested 
party just where the paint is located. 
The box holding these cards is right 
in the paint department and can be 
seen near the elevator. They ure 
filed alphabetically, and when a cus- 
tomer asks for a certain thing the 
exact location is known with very 
little trouble. In the columns of 
these cards the date and quantity 


of the order is shown. When the 
goods are received the date and 
quantity is entered in red. This 


makes it easy to tell at the end of 
the year just how much of each item 
has been sold. 


Regular Advertising Campaigns 


Advertising plays an important 
part in the success of any depart- 
ment of a business. The company 
was at first spasmodic in its news: 
paper campaigns. Now the largest 
paper is used twice a week during 
the busy season and the results have 
been so good that next year this ap- 
propriation will be doubled. 

One thousand road signs in the 
shape of an arrow pointing the di- 
rection to Memphis were recently 
installed by the Barnes Company and 
have been  so_ productive that 
Memphis sign painters are figuring 
on supplying the firm with four or 
five thousand more. These signs 
are 10 in. wide and 30 in. long. Be- 
sides carrying the words “To 
Memphis—Wm. E. Barnes, Inc.,” 
each sign names one of the depart- 
ments, such as_ paint, cooking 
utensils, hardware, plumbing sup- 
plies, electrical fixtures, radio, tools, 
stoves, electrical supplies, and some 
have the street address. It is there- 
fore possible for one following the 
road to gain a new idea every time 
he passes a Barnes sign. 
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uilders’ Hardware From 


the Ground Up 


What You Should Know About Locks 


By W. N. THOMAS 


Epitor’s NoTe.—Following is the fourth instalment of the series on 
builders’ hardware, written expressly for HARDWARE AGE by W. N. 


Thomas. 


It is well up to the standard of the preceding articles and 
should be read with care by all readers of HARDWARE AGE. 


The next 


instalment will appear in an early issue. 


FUNHE security of locks 
is accomplished by an 
arrangement of what 

are known as “tumblers.” 

In bit-key locks and flat- 

key mortise locks the tum- 

blers are made of flat 
steel and placed in the lock 
in a position near the key 





spond with the tumbler 
projection. It is evident 
that it is more difficult to 
manipulate the three tum- 
blers into proper position 
(except with the right key) 
than it would be one tum- 
bler. For this reason the 
three (or more) tumbler 
locks afford a greater de- 
gree of security. 








bolt. In the form most 

commonly employed there ~ . 

is a small round hole in TPELECA APIO TD 
one end of the tumbler 


which is placed over a post 
in the lock case. The other 
end of the tumbler has a 
projection which obstructs 
the movement of the key- 
bolt in or out. By inserting a key with cuts in the bit 
which correspond with the height of the projection on 
the tumbler, the key may be turned, thereby raising 
the loose end of the tumbler on which is the projec- 
tion, permitting the key bolt to be moved in or out as 
desired. 


Fig. 43. Showing inte 


Number of Tumblers Varies 

The projections on the tumblers are made of dif- 
ferent heights so that all locks may not be operated 
by the same key, as each height of projection requires 
a key with a corresponding cut in the bit. The num- 
ber of tumblers used varies from one to possibly six— 
one tumbler for the less expensive locks, where it is 
not essential to have much security. Three tumblers 
are used in the ordinary zood grade of locks, and each 
of the three tumblers has a different height of pro- 
jection. All three projections must be brought into 
line in order to allow the key bolt to pass, and the 
notches in the bit of the key must be made to corre- 





Fig. 44. Cross-section Fig. 45. 
of cylinder, pin- 


tumbler at bottom 






rior 


lock 


Pin-tumbler 
raised ty key to cor- 
rect position 


In addition to the tum- 
blers there are wards placed 
in locks. Side wards are 
small projections on the 
side of the keyhole. A 
corresponding groove must 
be cut in the side of the 
bit of the key in order to allow it to enter the keyhole. 
These side wards are placed in different locations in 
different keyholes, which requires the keys to be 
grooved in different places. Then there are wheel 
wards, which are small projections placed on the 
cap of the lock in the path the key takes when 
turned in the keyhole. To turn the key past these 
wheel wards, corresponding notches must be cut into 
the edge of the bit of the key. The wheel wards a!so 
are placed in varying locations, each requiring the 
proper notch in the key. 

These three features, the tumblers, the side wards 
and the wheel wards, make up the security of the lock. 
In order to operate the key bolt, the key must have the 
particular cuts to correspond with the tumblers, side 
wards and wheel wards. 

It will be seen that the varying position of these 
three features makes possible quite a number of dif- 
ferent combinations. Each combination is known as 


mechanism of cylinder 


Plug 
rotated, carrying cylin- 
der with it 


Fig. 46. partly 


sun 
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a “key change.” It is practical to make one tumbler 
lock having these three features with about fifty 
changes, all different, while similar three-tumbler locks 
are ordinarily made with 100 changes, all different. 

Medium grade locks having one wrought steel tum- 
bler and with keys not using side wards, but having 
wheel wards, the number of key changes varies from 
sixteen to twenty-four. 

Very cheap locks have the tumblers of cast iron and 
ure alike for all locks of one type or class. In these 
locks the changes are accomplished by the wheel wards, 
so the number of changes is usually twelve. 

Security in the Cylinder 

Cylinder locks have the security in the cylinder. 

It is accomplished by what is known as pin tumblers 

Fig. 43). In less expensive locks four sets of pins are 
used, in the better grade of locks there are five sets, 
while for locks used in large buildings requiring a 
special keying system cylinders with six sets or seven 
sets of pins are used. The cylinder mechanism consists 
of the cylinder or shell, into which is fitted a plug. In 
the plug is slotted lengthwise a keyway having side 
wards, and the keys must have corresponding grooves 
on their sides. Each set of pins consist of a tumbler 
pin which rests in the plug. These are of varying 
lengths. Above the tumbler pin is a similar pin 
known as a driver. The drives are all of one length, 
and when the key is not inserted stand across the 
divisions between the cylinder and plug (Fig. 44), 
thus barring the rotation of the plug. Above the 
driver is a spring which holds the driver and tumbler 
in their proper position. On the end of the plug is a 
cam which rotates with the plug. In the key must be 
cut notches of varying depth, corresponding with the 
Jengths of the tumbler pins. When inserted in the 
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plug, a key so cut will raise the tumblers so the di- 
vision between the tumblers and drivers will line up 
(Fig. 45) at the division between the cylinder and 


plug, thus allowing the plug to rotate (Fig. 46). As. 


the plug is rotated, the cam comes into action with 
the bolt throwing it in or out as desired. 

The variations of the side wards and the lengths 
of the tumbler pins make possible a very large num- 
ber of key changes. Cylinder locks possess the highest 
security and the greatest possibility for key changes. 
Cylinders should always be put in the lock so the 
springs and drivers will be above the tumbler pins. 

When a number of locks are to be used in one build- 
ing or in a group of buildings it is often convenient to 
have them master keyed and possibly grand master 
keved. 

Master Keys 


This means that the locks are made of different key 
changes, but arranged so a special key—known as a 
master key—will open any lock in a certain group. 
They can also be made so another key known as a 
grand master key will open any lock in several groups. 
Master keying and grand master keying is done for 
convenience and does not add to the security of the 
locks. Different manufacturers accomplish the above 
keying in different ways, and all locks have not the 
same keying possibilities. So special care should be 
taken to study carefully the descriptions and instruc- 
tions given in the catalog of the manufacturer whose 
locks you are planning to use. 

Complicated keying layouts can be worked out by 
most of the makers of good locks. It is desirable, how- 
ever, to keep them as simple as the convenience of the 
occupant of the building will allow. Simple things are 
usually best and give the most lasting satisfaction. 


This Fixture Shows Goods on Four Levels 


Westchester Store, New Rochelle, N. Y., Overcomes Difficulties 
with Home Made Display Device 


is ABLE and counter displays are for the various levels, which may supports which separate the vari- 

generally recognized as one of then be stained or covered with ous shelves, but lumber 2% by 24% 
the most effective means of bring- white paint or enamel. Heavier ma- in. should be about right for a 
ing glassware, housefurnishings, terial is, of course, used for the fairly large fixture. 


etc., to the attention of prospective 
customers. Unfortunately, however, 
the number of these displays is 
limited in the average sized hard- 
ware store because of the lack of 
space. 

In order to overcome this diffi- 
culty, T. Kline of the Westchester 
Store, New Rochelle, N. Y., has de- 
vised the ingenious four-level fix- 
ture shown in the accompanying il- 
lustration. A workable idea of this 
fixture, which may be made in any 
size, may be gained through a study 
of the drawing. Pine boards 1%% in. 
in thickness and dove-tailed to- 
gether may be used satisfactorily 
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Who “Pays the “Rent for 
Che Store Window? 


old-time country storekeeper, produced his sam- 

ple and announced: “I’ve got the greatest thing 
in the world for keeping track of your business.” 
“Reckon I don’t need one,” replied the old timer as he 
shifted his cud of fine cut. “But, my dear sir,” said 
the salesman, “how else are you going to keep track 
of your sales? How do you expect to keep up to date?” 
“Wal,” was the comeback, “I’ve got a system that’s 
plenty good enough for me. Every time I make a 
sale I cut a notch in the counter.” 

Now the old notch system might enable a gun fighter 
to keep a count of his victims, but as a store record 
it has its limitations. The bookkeeper of a modern 
store would soon run out of counters. Besides the 
merchant of today needs to know more than the mere 
number of sales. Also the clerk behind the store 
counters needs to take note of several things besides 
time and his pay check, if he expects to earn the salary 
he wants. 

Too many retail clerks try to play a one-man game. 
They try to do all their selling by their own efforts, 
forgetting that a lot of items enter into the fund 
that pays salaries. How many clerks realize just what 
the store windows can do to boost or cut down wages? 
If a window works regularly and intelligently it 
brings double the people into the store and makes 
selling only half as difficult. That means more sales, 
greater turnover and increased profits. The window 
therefore is a sort of silent partner to the man behind 
the counter, and it behooves him to see that his partner 
becomes an asset and not an expense. 

What are store windows for? Primarily to display 
goods. What is their rental value? Yes, windows 
have a real rental value, which can be determined very 
closely on a basis of so-much per square foot. How- 
ever, this estimate should be made on the basis of 
what those windows can produce rather than on what 
they do produce. Having approximated the rental 
value, the next question is—Do they pay that rent? 
If not, then every salesman in the store is helping to 
make up the deficit. There is no sidestepping the 
issue. , 


N SALESMAN of cash registers dropped in on an 


Nine store windows out of every ten do not pay 
what they owe the business. Why? Usually because 
they are not being used properly. Probably less than 
5 per cent of the hardware stores in the country have 
a definite display schedule. This is due in part to 
the fact that comparatively few have regular window 
trimmers. On the average, windows are trimmed 
when a favorable opportunity arises, and with the 
merchandise most easily available. As a result the 
window is not working on a fifty-fifty basis with the 
salesman partner. 

It is an easy problem to work out a schedule of 
lines, so as to show one line each week, and as there 
are only fifty-two weeks in a year and several thou- 
sand items in stock, the displays should show lines 
rather than individual items.. The next step is to see 
that the displays line up with the store advertising, 
otherwise both will lose value and the salesman wil! 
again be stuck for the rent. 

After the schedule come the methods to consider 
in putting in a window. The display must be attrac- 
tive so that people will instinctively look at it. It 
must be properly balanced to convey a sense of 
harmony. It must be so arranged that it tells in- 
stantaneously the things the customer or prospect 
should know. The main part of the display should be 
on a level with the prospect’s eye, making it easy for 
him to examine it quickly. Windows with goods piled 
on the floor cannot be expected to pay rent. Like « 
house, a window needs furniture, even though it con- 
sist only of boxes covered with cloth or paper. Finall 
it needs a show-card bearing a short, but clear message. 

If you are a clerk in a store where there is no 
regular window man, make it part of your job to put 
the store window to work. Don’t say: “It isn’t my 
job.” Anything that helps pay profits and salaries 
is a part of your job. Stop paying window rentals 
and force Old Man Window to come through with his 


part of your salary. 
* 
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S. G. Catlett, 
Catlett Hdwe. Co., 
Dardanelle, Ark. 
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M. W. Maddoz, 
Maddox & Maddoz, 
Oberlin, Kan. 
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Merchandising Policies 


E present in this issue of 

HARDWARE AGE the first of a 

series of contributions by suc- 
cessful retail hardware merchants, in 
which they outline the merchandis- 
ing policies to which they attribute 
their success. 

A retailer’s merchandising policy 
is the most fundamental and vital 
problem with which he is concerned, 
and HARDWARE AGE feels that in 
opening its columns to a discussion 
of the subject it is performing a 
definite service to its readers. 

Why not join in this discussion? 
A clear-cut statement from you as 
to the policies that have made you 
successful may prove of inestimable 
value to the other fellow. Let us 
hear from you. Your comments are 


welcome. 
“Service—It Pays!” Advises 
R. W. Isaacs 
UALITY, service, advertised 


lines, advertising and _per- 
sonality are principal ingredients in 
the unusual success of the R. W. 
Isaacs Hardware Co., Clayton, N. M. 
“Add to this,” writes R. W. Isaacs, 





miss basis? 
business that was not guided by a sound merchandising policy? 
six firms attained prominence by means of a theory properly applied. 


the head of the firm, “foresight in 
being our own landlord from the 
start, and good guidance by the 
gentlemen who have and are repre- 
senting the houses we deal with, and 
in staying with the line in almost 
every case. We have been buying 
from one house in Kansas City for 
twenty-five years, two in St. Louis 
for twenty-five years and one in 
Chicago for twenty-five years. We 
have seen heads change and change 
again; the heads may go but the line 
keeps on and we stay with the line. 

“We offer to our trade goods of 
high standard and, while we paid no 
particular attention at one time, the 
slogan of the late E. C. Simmons, 
‘The recollection of quality remains 
long after the price is forgotten,’ 
was always strong with us. 

“We have made a few attempts to 
induce sales with goods on the basis 
of price, but the results have been 
almost invariably unsatisfactory and 
those items that have been left over 
are almost dead stock. We do not 
like to sell goods that we cannot 
stand squarely behind, for we have 
to meet the same trade again and 


again. Bargain counter goods may 
have their place in hardware but not 
in a small town. As to the leftovers 
we spoke of, when you offer them 
to your trade at the lower margin 
they interfere with the better grades 
carrying a better profit. 

“Advertised lines are one of the 
best assets. The producer, that has 
confidence enough in his goods to 
spend his money advertising to the 
consumer is entitled to be backed up 
by the retailer, and we are willing 
to take a chance if the line fits in. 
It helps when you can offer high 
grade goods at the same price that 
would be asked in New York or San 
Francisco. 

“Service is an honest boast with 
us. If your machine breaks down in 
the field, if your engine or windmill 
is out of commission, you may wake 
us at midnight so that you may get 
going again. If you are in trouble 
and want our trouble man in a hurry, 
there will be no delay; our man goes 
out on these calls for help on ma- 
chinery, sometimes with most of the 
time without charge. 

“We sell ropes and tackle, but if 


AVE you ever heard of a successful business that was conducted on a hit-or- 
And by the same token have you ever heard of a successful 


Read how these 
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That Brought Success 
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E. M. Trozel, 
Trozel Bros., 
Denver, Colo. 


you don’t want to buy you can bor- 
row ours. Our woven fence stretcher 
is at your service, etc., etc. 

“If you want a repair for your 
machine or engine not sold by our 
friendly competitor, we will get it 
if we have to search America for it. 
In all the years that we have been 
in business we have never failed but 
once to get what we went after, and 
that was for a pesky hay press that 
was the production of Heinze’s 
special brand of manufacturers. 
Service pays. 

“Once in a great while we may use 
a prepared ad, but to us it lacks the 
personal touch and we prepare our 
own. We use both town papers and 
get the benefit of 50 ft. frontage of 
windows, and, last but not least, we 
are advertised by our loving friends.” 


“Know What Your Trade Wants,” 
Says S. G. Catlett 


¢¢ 0 T would seem,” writes S. G. 

Catlett, of the S. G. Catlett 
Hardware Co., Dardanelle, Ark., 
“that if an individual or a firm had 
met with some degree of success in a 
particular line, the policies leading to 


seni 


ARDWARE AGE will from time to time print tabloid stories of the success, 
and the reasons for the success, of representative hardware firms throughout 
Yow’ll find them well worth studying. 


the country. 
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W. S. Richmond, 
Richmond Hdwe. Co., 
Clarksville, Tex. 
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that success would be easy to outline, 
but, somehow, I don’t find it so— 
there are too many elements entering 
into the matter. 

“First, I feel that I would be both 
presumptuous and ungrateful to 
claim that the success of my firm was 
due to my own efforts; rather it has 
been due to the loyalty and confidence 
reposed in me by my friends whose 
faith in me has been an inspiration to 
greater effort on my part. 

“The S. G. Catlett Hardware Co. 
is located in a strictly cotton growing 
section where the bulk of the busi- 
ness is done within three months of 
the year, and where, perhaps not un- 
like other agricultural sections, we 
have our good years and our bad 
years. But despite this handicap, we 
have found that by buying only what 
we can pay for and looking after the 
credit and collecting end personally 
we can make each year’s business 
return a profit. We have managed 
during the last five years to keep 
our losses down to an annual average 
of less than $230, notwithstanding 
our credit business amounts to at 
least 50 per cent of our total volume. 


methods you used in making your own store successful? 


Why not tell us of the 
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F. A. McCreary, 
McCreary Bros. Co., 
Scottsbluff, Neb. 





Incidentally, we might mention that 
we have never borrowed a dollar for 
our business. 

“We make a study of what the 
trade in this territory wants, and we 
do this by coming in personal contact 
with our customers. Then we secure 
what they want and we let them 
know we have it. We believe in a 
liberal use of printer’s ink and our 
local newspaper carries our message 
to the people of this territory every 
week. 

“We have always featured quality 
rather than low prices, and no in- 
ferior goods ever finds space in our 
house. 

“We employ the best clerks we can 
find to sell our goods, clerks who 
enjoy the respect and confidence of 
the trade and who take a personal 
interest in the welfare of the busi- 
ness. We frequently consult our 
clerks about different matters rela- 
tive to the business. They have 
learned that we feel a personal in- 
terest in their own success and well- 
being. There are no bosses in the 
Catlett Hardware Co.; clerks and 
managers are friends and co-workers. 
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“What we have accomplished in 
our small way here can be done by 
any other retail hardware dealer if 
he will discount his bills (and in 
doing that he will eliminate the dan- 
ger of overbuying), keep a well 
assorted stock of what his trade 
wants, carry only merchandise of 
known quality, watch his credit ac- 
counts, and strive for the trade’s 
good will; then let his customers and 
prospective customers know what he 
is doing through the columns of his 
local newspaper, and last, and de- 
cidedly most:important of all, devote 
as much time to a common sense 
study of his own particular hardware 
business as he does to a study of the 
baseball scores or a perusal of the 
antics of his golf club in the society 
and sporting columns of his daily 
paper. Then we can all have hard- 
ware stores that we can justly be 
proud of.” 

Maddox’s Rules for Success 

66 UALITY merchandise, | be- 

lieve, is largely responsible 
for our success,” says Morrison W. 
Maddox of Maddox & Maddox, Ober- 
lin, Kan. “We do not handle cheap 
merchandise. We buy the very best 
that can be bought and retail it at a 
price that will bring us a fair margin 
of profit. We handle standard brands 
of merchandise. Merchandise that is 
well advertised and that is known 
throughout the territory in which we 
are located. Every article that we 
sell we guarantee. If a customer 
buys an article from us and is not 
satisfied in every way with his pur- 
chase, he is cheerfully refunded his 
money. 

“Next to quality merchandise, we 
put 100 per cent service. We take 
pleasure in looking after our cus- 
tomers. After we sell them an item 
we do not forget them. We follow 
the sale up and keep our customer 
satisfied, if it is within our power to 
do so. 

“We do not believe in cut prices, 
closing-out sales, fire sales, stock re- 
ducing sales, that are merely got up 
to create a little extra business. We 
believe in giving our customers the 
very best merchandise that can be 
bought, fair prices, and 100 per cent 
service with each sale.” 

Business Building Policies of Troxel 
Bros. 
ROXEL BROS., Denver, Colo., 
have had a long and successful 
career. Read what E. M. Troxel has 
to say about the firm business build- 
ing policies: 

“In making a study of the methods 
we are using in conducting our re- 
tail hardware business, I find that we 
use practically the same methods 
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adopted by my brother, William H. 
Troxel, who established the business 
in 1890, and with whom I was asso- 
ciated from 1905 up to the time of 
his death in January, 1920. Since 
that time it has been my constant 
endeavor to maintain -the policies 
that have been the means of building 
up a very substantial business. 

“It is needless to say that careful 
buying is an important factor. Not 
only from the standpoint of price, 
but caution must be used to avoid 
buying in excess quantities. It is 
so easy to overbuy when we see an 
opportunity to save an extra 5 per 
cent by placing a quantity order. 
Such practice often burdens a firm 
with an overstock of merchandise, 
and this leads up to the matter of 


turnover. It is needless to discuss 
turnover. We are all of one mind on 
that. 


“Then the discounting of bills. No 
merchant can afford to lose his dis- 
counts. If necessary, borrow money 
and discount your bills. Care in ex- 
tending credit is very important. We 
may be too conservative in the matter 
of credits, but we have very few bad 
accounts to worry over. Overhead 
expense is a hard problem to con- 
trol. We at all times try to curb 
overhead expense. Not to the extent, 
however, that it in any way affects 
efficiency. 

“IT believe one of the most im- 
portant fundamentals that has en- 
tered into the success of our busi- 
ness is service. I am frank to say 
that we have established a reputa- 
tion for ourselves in service ren- 
dered. Money refunded if a cus- 
tomer is not satisfied and replace- 
ment of merchandise if not satisfac- 
tory has won us a place in the hearts 
of our customers. 

“Two years ago, while we were 
remodeling our store, it was sug- 
gested to me that I place my desk 
in the rear of the balcony so that I 
might not be disturbed. I replied, 
‘I would rather have my desk nearer 
the front door that I might keep in 
closer personal touch with our cus- 
tomers.’ Either Mrs. W. H. Troxel 
(who is now actively engaged in the 
business) or myself are always in 
evidence to see that the trade is 
properly taken care of. 

“Much space would be needed for 
a more detailed presentation of the 
elements necessary for the successful 
hardware merchant. But I mention 
one more essential requirement, 
namely,’ the selling of goods at a 
profit in an honorable way so as to 
retain the respect and patronage of 
the customer. A sale made by mis- 
representation spells failure. There- 
fore, the reputation of every firm 
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should stand for honest dealing, 
giving value received and looking 
after the welfare of its customers.” 
“Quality, Service, and Price,” Says 
W. S. Richmond 
NOW your business thoroughly, 
advises W. S. Richmond of the 
Richmond Hardware Co., Clarksville, 


Tex., who gives the following formula 


for success: 

“This is the day of the survival of 
of the fittest. We grow and prosper 
in proportion to what we put into 
our chosen profession. We must 
know our business from the office to 
the front door and back to the ware- 
rooms; not only must we know this 
but we must keep abreast with the 
best of our profession by reading the 
excellent trade journals that are ac- 
cessible to all merchants. 

“We discount all invoices, get the 
extra 5 per cent, and we keep collec- 
tions to the forefront every day in 
the year. 

“Quality, service and price go hand 
in hand. We are known as high 
grade merchants from the quality 
and service of our merchandise, and 
we will not give poor serviee know- 
ingly nor buy a low grade of mer- 
chandise if we know it. 

“Our prices are always kept in 
line with the quality of our goods 
and the service that we give. We 
keep our stock up and our assort- 
ment to fit the demands of our trade. 

“You must have modern fixtures 
and your arrangement of stock must 
be neat and clean, so that the most 
fastidious housewife will not hesi- 
tate to handle your merchandise, for 
it is a well known fact that they 
buy 85 per cent of merchandise sold.” 


Price-Cutting and Cheap Merchandise 
Obstacles to Success 
¢¢ fT seems to me that the out- 
standing reasons for our suc- 
cess,” says F. A. McCreary of Mc- 
Creary Bros. Co., Scottsbluff, Neb., 
‘fs the fact that in our twenty-two 
years of business in Scottsbluff we 
have made a special effort to be of 
service to our customers and to 
supply quality merchandise that we 
could recommend to our friends and 
guarantee satisfaction, protecting 
the buyer at all times with our ex- 
perience in their purchases. 

“We do not believe that success 
can be attained by cutting profits 
and handling cheap merchandise, as 
quality and service are remembered 
long after price is forgotten. 

“It has also been our policy to as- 
sist every worthy, constructive pro- 
gram in our city and country with 
personal and financial support. We 
believe in order to be successful you 
must build for the tomorrow.” 
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This 10 cent table of E. H. Loyhed & Son, Faribault, Minn., is stationed near the front door—and it produces business there 


There’s a Place in Every Hardware Store 


for a Small Goods Table 


N the olden days a hardware 
store was not complete without 
a stock of buggy whips and fly 


nets. Nowadays the hardware 
store is not complete without a 
small goods table. After a few 


clever people had made a good many 
cold millions from shoe strings, baby 
ribbon and cheap candy, retail mer- 
chants found out that the “five and 
ten” idea could be worked out to ad- 
vantage in their own stores. 

The hardware store seems to have 
the inside track, however. There 
are more items to be sold under 50 
cents in the ordinary hardware store 
than almost any other. When one 
considers that the average hard- 
ware store stocks about 5000 dif- 
ferent things, it is no wonder that 
a large amount of this stock is 
small and in constant demand. 


Well Displayed Half Sold 


Merchandising has reached the 
plane where the goods must be shown 
in order to be sold. Business men 
once believed that when merchandise 
was placed on tables, regardless of 
how cheap or expensive it was, that 


it was nothing more or less than an 
invitation to the dear public to help 
itself at the dealer’s expense. 
Times have changed, however, and 
when the “racket stores” opened up 
with their wares displayed on the 
tops of empty packing boxes and 
succeeded in putting away a nice 
bank balance by the end of the year, 
the older school of conservative mer- 





E. H. Loyhed & Son, 
Faribault, Minn., 
Feature 
a 10 Cent Table 
Near the 


Front Door 


—And It Pays 











chants began to think they had mis- 
judged the public. 

The average person is honest and 
modern merchandising has demon- 
started that the majority of people 
are really honest. The result is that 
more goods are on open display and 
greater sales result. 

The hardware man has always been 
rated as conservative, but at the 
same time soundly progressive. He 
was not long in getting goods out 
where they would sell themselves. 
The idea has gone into almost every 
department and would apply to 
everything in the hardware store, if 
it was not for the fact that some 
items tarnish when exposed to the 
air and others represent consider- 
able value, although they may be 
small in size. 


Public “Stops and Shops” 


The public loves to shop. It does 
not make the majority of its pur- 
chases by directly asking for certain 
items. Advertisements, window dis- 
plays and interior displays remind 
people of their need for certain 

(Continued on page 102) 
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Look Out! 


When They Get the Painter’s Colic 
in the Old Home Town 


SALE that increased paint 
A sales 200 per cent was recent- 

ly held by Birkenmeier & 
Kuhn Co., 525 Clinton Avenue, 
Newark, N. J. This firm recently 
held a paint demonstration that 
lasted four days, during which time 
the firm sold more paint, varnish 
and brushes than it had previously 
sold in two months. Since it held 
the demonstration its paint business 
has increased 200. per cent. 

An examination of the records of 
the paint department showed that 
paint was not selling, “Al” Birken- 
meier told a HARDWARE AGE repre- 
sentative in explaining the details 
of the sale. It was decided that the 
stock of paint carried by the firm 
was not suitable to the needs of the 
community. So the line was changed 
and a new one introduced. 

The first steps were to put the new 
stock in shape and to arrange an 
attractive display inside the store. 


Then 10,000 people were circularized. 
The names were obtained from the 
election registration lists, and se- 
lected according to the districts in 
the neighborhood of the store. 

Ten thousand people were notified 
that Birkenmeier & Kuhn had taken 
on a new line of paint, that had been 
chosen because it was more suitable 
to the practical, everyday needs of 
the comminity. Ten thousand 
people were invited to stop at the 
store and get a free sample half 
pint can of paint of any color 
desired. 

Advertisements were run in the 
newspapers announcing the new line, 
inviting people to visit the store for 
samples, and explaining that on the 
fourth day of the sale there would 
be a contest in which everybody in 
the store at the time could partici- 
pate, and by means of which they 
would have an opportunity to obtain 
free, different quantities of paint of 
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any color, from half pint cans to 
“a quantity large enough to paint a 
full sized house.” 

During the four days of the sale 
people visited the store voluntarily 
and received their sample half pint 
cans of paint. And the most sur- 
prising thing about it, according to 
Al Birkenmeier, was that they tried 
out the paint when they got home, 
and returned to the store and bought 
more. Demonstrations of the use of 
paint were held in the store. Cus- 
tomers and prospects were invited 
to bring their paint problems to the 
factory experts in attendance for 
solution. 

On the fourth day, which was a 
Saturday, the crowd that gathered 
for the contest was so large that it 
was impossible for many to get into 
the store. Some idea of the number 
may be gained from the accompany- 
ing photograph. 

“And they’re still coming in,” Al 





View of the crowd gathered in the store of Birkenmeier & Kuhn Co., Newark, N. J., the last day of the sale 
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Paint devartment of Birkenmeier &€ Kuhn Co, 


Birkenmeier says. “Since this sale 
we have re-ordered twice already, 
and will probably have to place an- 
other order before very long.” 

One of the reasons for the success 
of the sale, it is believed, is that 
customers were told in a_ practical 
way how to get the most out of their 
paint and how to use it to the best 
advantage. The sale of paint brushes 
was proportionately large, and ad- 
vice was also given to patrons on 
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the selection and care of brushes. 
It should perhaps be frankly added 
that the success of the sale was as 
much of a surprise to Birkenmeier 
& Kuhn as it was to anybody. It 
was “one of those things that just 
happen,” at the psychological mo- 
ment, and Birkenmeier & Kuhn hap- 
pened to get the benefit of it. But 
it could not have happened, of course, 
unless the firm had been in a posi- 
tion to take advantage of it and to 


Forty Years of Hardware 


(Continued from page 62) 
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Order is the watchword here and it pays real dividends 


follow up that advantage. The 
prestige of the firm, something that 
has taken years to build up, must 
also be taken into consideration, and 
the delusion of people that they can 
get something for nothing undoubt- 
edly attracted a large number. The 
benefit that the store will get from 
an increased number of satisfied 
customers will last for a long time 
and enable the firm to extend both 
its business and its prestige. 





a profit-sharing arrangement with the house. I had a 
few hundred dollars saved up and in the bank, and so 
I could do a little work of this kind on my own ac- 
count. 

I will never forget a number of opening stocks that 
Harry helped me sell. Of course, having traveled for 
a number of years in the mining camps, he was very 


familiar with everything a hardware store needed for 


these camps. I was new in the territory and naturally 
in the beginning I was not so well posted, but when 
Harry would find a man, for instance, who wished a 
new stock of hardware, he would bring him to our little 
office. I can see him now sitting with the hardware 
catalog in his lap while the customer smoked and was 
very little more than an observer of the sale of an 
opening stock of hardware to himself. Harry would 
call off the items while I wrote them down. I am quite 
sure from the standpoint of speed that we made a 


record in selling goods that has never been equalled! 
We not only saved the customer time, but we saved 
him trouble. As we progressed, the selling would 
sound something like this: “Well, how about a line 
of enamel ware?” “All right.” “Put down one line 
of enamel ware.” “Yes, you need a nice line of cutlery. 
We know just what you want. Haven’t I traveled in 
these camps for years? I will pick out this cutlery 
for you myself. Say, Sank, put down one line of 
cutlery, about $500.” So it was nothing for us to 
sell in the most satisfactory manner to all concerned 
a $5,000 stock of hardware in about two hours. Nat- 
urally later we did have to pick out the line and write 
up the order properly, but Harry and I would sit up 
most of the night doing this. I will say in justice to 
Harry—if not to myself—that we did our best to give 
the customer the right kind of assortment for the 
town in which he opened. 
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_ are the judges who 
determined the winners 
in. the recent amateur con- 
test conducted by Chandler 
& Farquhar Co, Boston, 
Mass. Back row, left to 
right: Leigh J. Rodgers, J. 
Lowe McMahon, Frederick 
W. Turner and E. L. Shu- 
bert. Front row, left to 
right: Kenneth B. Warner, 
Prof. Robert H. Smith and 
Dwight Bradford Hill. Every 
one of these judges was a 
technical man and thoroughly 
qualified to pass upon the 
value of the work submitted. 
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Hitch Their Hobbies to Your Store 


260 Devonshire Street, Boston, 

Mass., recently held an amateur 
contest in which the people of Boston 
entered 180 individual models of their 
craftsmanship, which were displayed in 
the Chandler & Farquhar store and 
which resulted in some of the most con- 
structive advertising that any firm 
could possibly desire. The contest 
started Sept. 17, closed Oct. 17, and 
the prize winners were announced 
Oct. 29. 

In opening the contest the firm made 
the following announcement: 

“We have seen so much surprisingly 
good amateur work done by school 
boys, bankers, judges, housewives and 
others that we have felt that it would 
be interesting to open a contest inviting 
as many as will, from this large cate- 
gory of amateurs, to submit some 
samples of their work in a friendly con- 
test and allow us to present prizes to 
those among this field of friendly 
competitors who a disinterested board 
of judges may feel are entitled to 
recognition of this sort. 

“We invite every one who is a real 
amateur to participate in this contest, 
details of which appear in other col- 
umns and shall be pleased, during the 
contest, and after the contest is closed, 
if many will take this opportunity to 
look over the work submitted and the 
prizes which we have selected as in 
our opinion being useful and worth- 
while as little tokens in appreciation 
of the good work done.” 

As the models were entered a dupli- 
cate slip or receipt was made out, 
one being kept by the firm and 
the other by the entrant. The name, 
address and telephone number of the en- 
trant were recorded, with a description 
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of the model and its group classifica- 
tion, according to whether it was radio, 
wood or metal work. The date of 
entry, the estimated value of the model 
and the signature of the entrant were 
added. A blank space was left to be 
filled in when the model was returned 
to the entrant. 

The firm took out a special insurance 
covering all of the material entered 
for a period of time extending from 
Sept. 17 to Nov. 17, when the last 
piece of work will have been re-de- 
livered to the entrants. For this in- 
surance the company paid $6 a thou- 
sand for the sixty days coverage. 

After the announcement of the con- 
test had been made the firm wrote to 
manufacturers explaining the details 
and asking for comments. As a result 
of this many of the manufacturers 
presented prizes, so that nearly ninety 
per cent of the prizes distributed were 
contributed. 


Ads in Five Papers 


In advertising the event, Chandler & 
Farquhar Co. used fifty double column 
lines twice in five Boston newspapers; 
sent out 20,000 four page envelope 
stuffers, 10,000 single sheet announce- 
ments and 15,200 copies of its store 
paper containing four pages each on 
the contest. 

The result was that 180 individual 
pieces of work were submitted. These 
were as different as it is possible to 
conceive, ranging from pails made of 
sheet tin to complicated radio outfits. 
Hundreds of persons who had scarcely 
heard of Chandler & Farquhar before 
visited the store, and when the best 
models were exhibited in the display 
windows the crowd that gathered 
blocked traffic. 


» The practical benefit of the contest to 
Chandler & Farquhar is difficult to 
estimate. It established contact with a 
number of new customers and pros- 
pective purchasers, and its collateral 
advertising value will probably be felt 
for some time to come. 

It stimulated, recognized and _ re- 
warded originality and it was an en- 
couragement to men who have an apti- 
tude for the craftsmanship of tools. It 
aroused unusual interest among the vo- 
cational schools, not only in Boston, but 
everywhere from Maine to Texas, where 
the Chandler & Farquhar Co.’s cata- 
logs and store papers are distributed. 

The judges of the contest were all 
competent, technical men as_ their 
names and occupations indicate. They 
were: Dwight Bradford Hill, consult- 
ing electrical engineer; J. Lowe Mc- 
Mahon, chairman school committee of 
Wakefield, Mass.; Leigh J. Rodgers. 
machine dept. Wentworth Institute. 
Boston; E. L. Shubert, supt. U. S. 
Veterans Bureau Vocational School. 
Boston; Prof. Robert H. Smith, me- 
chanical engineering dept. Mass. Inst. 
Tech., Boston; Frederick W. Turner. 
Mechanic Arts High School, Boston; 
Kenneth B. Warner, sec’y. American 
Radio Relay League. 

The point of this whole story is not 
so much to emphasize that this con- 
test was unique and valuable to the 
Chandler & Farquhar Co., but rather to 
suggest that its fundamental idea may 
properly be adopted, with modifications. 
by other dealers in different sections of 
the country. If you can take this idea, 
re-vamp it to the necessities of your own 
case, and profit by it, the actual value 
of the Chandler & Farquhar contest 
will have been augmented beyond the 
most sanguine hopes of its originator. 
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T the right are the 

winning models in 
Group G. Miniature 
= sailing ships, yachts, 
locomotives and ma- 
= chinery were to be 
= found in this group. 





ATHES and other 

kinds of machin- 
ery, utensils and arti- 
cles of a decorative na- 
ture that came out on 
top in Group F are 
shown at the left 








ROUP A at the 

right is practically 
given over to radio ap- 
paratus. The various 
articles shown in the 
illustration are the blue 
ribbon wearers of this 
class. 





T the left are the 
“i headliners of Group 
E. Many of these come 
within the classification 
of household articles 
and radio apparatus is 
well represented. 
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GIVE your family and 
friends a real surprise 
on Thanksgiving Day by 
setting your table with new 
shining silverware. 

No better time than this 
festive day to brighten up 
your table service. Have 
this new silverware ready 
for many another gathering 
round your table. 

Our silverware costs so 
little and gives so much 
pleasure and __ satisfaction 
that you ought not to put 
off your purchase another 
day. 

Many patterns leading 
makes—full assortments. 
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© Dress Up — 
Your Table S 
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Jones Hardware Co. 
75 Main Street 


4 
Pride in the appearance of the home table 
is the appeal embodied in this ad 


OODODOOODOODOOODO OOO OOOOH 
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HE experience of progressive 

retail dealers has demonstrated 

one outstanding fact as re- 
gerds retail publicity and that fact 
concerns the taking advantage of 
timeliness. 

Timeliness in advertising has 
produced uniform and effective re- 
sults fer merchants. 

Any wide awake hardware dealer 
can quickly demonstrate this to his 
own satisfaction by observing the 
trend of advertising from month to 
month in both newspapers and maga- 
zines. The timely appeal will be 
found to dominate a very large per- 
centage of all kinds of publicity. 

We have written these few para- 
graphs as a preamble to this article 
because we want the dealer to real- 
ize the importance of tying his ad- 
vertising up to timely topics, be they 
seasons, holidays, local or national 
events or happenings of any other 
character which engage public atten- 
tion for a definite space of time. 


The Opportunity of Thanksgiving Day 

Just now the dealer has a wonder- 
ful opportunity in Thanksgiving 
Day. 

Probably on no other day in the 
year does the housewife give so much 
of her time, attention and thought 
to her table and to her kitchen. 
Therefore, the logical thing to do is 
to cash in on this Thanksgiving Day 
interest by making your advertising 
timely and in order to enable you to 
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Here’s a Rea 


Publicity 


do this with a minimum of effort we 
have prepared this article and the 
four advertisements which appear in 
conjunction with it. 


Planning a Schedule 


These four ads will enable you to 
plan a schedule about two weeks 
in advance of Thanksgiving using 
copy at least three times a week. 
Even if an advertisement is used 
daily, each one of the four ads will 
rot be repeated more than three or 
four times and this repetition will 
cceur four days apart so that these 
four ads are all that you need to 
properly feature that portion of your 
stock which is suitable for Thanks- 
giving selling. 


Means a 


terrors. 
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“Ourkey Day” 


New Carving Set 


OUR old carving set no longer graces a 

table set for a real dinner. 

of the house won't relish struggling with it 
again this Thanksgiving. 

Make vour dinner this year 100% perfect by 

buying a set that looks the part and does the 

work so well that carving will lose all its 


Our stock includes some dandy looking sets 
made of the finest steel by reliable manufactur- 
ers. Your choice of many types of handles 
and mountings—a wide range of prices to 
meet the demand of every pocketbook. 

Wait no longer—¢get that set now. 


Jones Hardware Co., 75 Main Street 


In selecting the items to be fea- 
tured in these ads, we have been 
governed by the actual needs for 
Thanksgiving. More articles could 
be advertised with reference to this 
holiday, but the items that we have 
chosen may be classed as necessities. 
For example you could feature an 
electric coffee urn and an electric 
toaster, but the appeal of these two 
items is not so bound up in Thanks- 
giving Day as are those items which 
we have selected and have used in 
these ads. 


Thanksgiving Copy Appeal 
In reading over these suggested 


ads you will note that two definite 
appeals have been made use of; 


And the man 


ODDNDDODOD DODD DDDDDODDODOODOOO®D 


A carving set is both useful and ornamental and this copy makes good use of this twin 
selling argument 
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Thanksgiving 
Campaign 


(first), pride in appearance of the 
home table and (second) efficiency 
and comfort in the kitchen. Natu- 
rally, the two items to fall under the 
pride appeal are carving sets and 
the silverware. The carving sets 
also have the utility appeal which is 
brought out in this particular ad but 
the real emphasis in the copy is 
made on the pride appeal. The ap- 
peal in the ad featuring glassware, 
cooking ware and kitchen cutlery is 
cf necessity a utility appeal. So 
also is the appeal of the copy featur- 
ing the roasters. 

Therefore, the campaign provides 
you with two definite angles of ap- 
peal to the housewife. There will be 
some readers who will be interested 


in both angles of appeal and some 
only in one, but by using the entire 
series of ads you reach every type of 
housewife. 


A Word About Illustrations 


As to illustrations we would sug- 
gest for the silverware ad one of the 
neat appearing cuts that are usually 
furnished by manufacturers of this 
line of goods. The cut should of 
course suggest elegance and refine- 
ment rather than utility. 

In selecting a cut for the carving 
set ad, we would suggest use of an 
iitustration skowing an entire set in 
ar open box or perhaps a cut em- 
bodying a family dinner scene with 
the carving set super-imposed. Most 


DOODOOOO OOOO OOO OOO OOOOOOOOOO 


Put that 


In One of 


bird in the oven. 


OO OOOO OO DOOOOOOOOO 


hungry folks. 


long remembered. 


SOOOOOOOO 


Fear of not having a dinner turn out right always possesses the housewife. 


Ohanksgiving Gurkey 


Our Roasters 


WELL-COOKED 

Thanksgiving dinner a success. 

want to be sure to please your family and 
guests get a Blank Roaster right away. 

No worry as to results when you put the 

It will be well-browned, 

tender, juicy and a real treat for your turkey- 


Why take a chance on your old roaster 


when for so small an amount vou can get an 
up-to-date roaster sure to make your dinner 


Jones Hardware Co., 75 Main Street 


bird makes your 


If you 
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This ad 


shows how to do away with cooking fears 


77 


OODDODODOOOOOO 


Real Aids in 
Preparing Your 
Turkey Dinner 


‘NLASS Cooking Ware— 


ideal for cake, 


pies, 
vegetables, etc. What better 
time to modernize your 
kitchen by throwing out 
worn, old-fashioned baking 


and getting glass- 


dishes 
ware. 

Glassware enables you to 
cook quicker, watch dishes 
better and saves extra work 
you can serve itil 

> dist nC | 
the dish you cook. 

Kitchen cutlery—efficient aid 
in preparing your Thanksgiving 
feast. Just see our assortment. 
Handy little knives for paring, 
larger knives for slicing, special 

s and handles for all kinds 
of kitchen ase. A few dollars 
invested in new cutlery’ will 
lighten your work tremendously. 


because 





Jones Hardware Co. 
75 Main Street 


u 
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This copy features two items of real assist- 
to tie housewife 


OODODOOOOOOODOOOOOOOOOUS 
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ane 


hardware cut services will provide 
such a cut for Thanksgiving. The 
roaster ad and also the ad on glass 
cooking ware and kitchen cutlery can 
be well illustrated by merely using 
cuts of the articles in question. 


Supplementary Advertising 
Suggestions 

We would also like te say a word 
about supplementary advertising in 
conjunction with your newspaper 
work. We believe the most effective 
way of tying up a Thanksgiving ad- 
vertising campaign is by means of 
window cards and counter show- 
cerds. A Thanksgiving window 
makes a very attractive display and 
there is so much latitude in design- 
ing a window of this kind that any 
hardware dealer should be able to 
produce as simple or as an elaborate 
display as his store and location de- 
mand. This window display ties up 
the passersby to the newspaper ad- 
vertising and when the customer en- 
ters the store he should be con- 
fronted by show cards featuring the 
items advertised. Counter displays 
can be made of any or all of these 
items to very good advantage. 

The dealer who puts this article 
and these ads to practical use will 
discover for himself the value of 
timeliness to advertising. When he 
checks up his sales after Thanks- 
giving Day has come and gone he 
will find that it is a paying proposi- 
tion to keep in step with what the 
people are thinking about. 
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Brooklyn Dealers Believe 


Addresses and Questions 
Feature Meeting 


Question box discussions and an | 
address by Rivers Peterson, editor of 
the Hardware Retailer were the 
features of the regular meeting, Nov. | 
7, of the Brooklyn Hardware Dealers’ | 
Association in the Johnston Building, | 
Brooklyn, N. Y. Albert Wilkins, vice- 
president, presided in the absence of 
the president, Frederick Horn. 

In his address on the practical value | 
of store records, Mr. Peterson told 
about a store in the Middle West which | 
he has been able to bring back to busi- | 
ness health by using store records to | 
take the daily, weekly and monthly | 
temperature of the business. Mr. Peter- 
son also urged the necessity of increas- 
ing stock turn. The trouble with the 
average dealer, he said, was that he 
only thinks about his turnover once a 
year, whereas he should think about 
it at least once a month and oftener 
if possible. 

John B. Foley, secretary of the New 
York Retail Hardware Association 
spoke on the work of the association 
and urged the Brooklyn dealers to co- 
operate with R. J. Atkinson, one of 
their members and the president of 
the state body, in making the state 
convention to be held in New York 
City next February a success. 

Among the questions asked at the 
meeting which H. A. Cornell, chair- 
man of the question box committee 
read aloud were the following: 

Q. Are there any pronounced short- | 
ages at present? 

A. Disston saws and Stanley planes 
and a few other items, but the general 
situation is improving. 

Q. What about future price ten-| 
dencies? | 
A. No big drop is likely, but general | 

| 
| 
| 





lower tendencies may be expected on 
most lines with the possible exceptions 
of sash cord, builders’ hardware and 
sash weights. But not many things 
will be materially cheaper, in the | 
general opinion. 

Q. Is the National Sign Writer ma- 
chine serviceable? 

_ A. Many dealers present use it and 
indorsed it highly. 
How is business? 

A. Two-thirds of the members said 
that their business was better than 
last year. 

Following the meeting a supper was 
es by the entertainment commit- 
ee, 


Milwaukee Corrugating Co. Adds 
to Plant 


The Milwaukee Corrugating Co., 
Milwaukee, Wis., has completed a new 
50,000 sq. ft. addition to the main 








| plant. The new building will be | 
devoted to the manufacture of the | 
| Milecor expansion products. 
| ing the addition to the factory it was | 
necessary to raise the roof of one build- | 


In mak- 


ing a story high and the feat was 
accomplished without interfering with 
the regular working schedule of the 
factory or disturbing the manufactur- 
ing activities in the building. 


Variety of Range Boilers 
Cut from 130 to 13 


Definite reduction in the number of 
varieties and sizes of range boilers and 


| their component parts from 130 to 13 
| was agreed upon at a general confer- 


ence held recently in Washington, of 
representatives of manufacturers, dis- 
tributors and jobbers of range boilers, 
together with plumbers and other in- 
terested groups, held at the Depart- 
ment of Commerce. Survey data col- 
lected under a resolution adopted by 
the manufacturers at a _ preliminary 
conference on Feb. 28 of the present 
year were used as a basis for dis- 
cussion and final eliminations. 


Old New Jersey Store 
Changes Hands 


The Frank Hand Co., 335-337 East | 


Jersey Street, Newark, N. J., has 
recently been taken over by E. R. 
Blancke, 403 East Henry Street, 
Linden, and A. W. Clarendon of 
Newark, who will operate the business 
under its present name. 

Founded more than fifty years ago 
by the, late Lester Davis, the business 
is the oldest of its kind in the city. 
It has virtually been a training school 
for hardware merchants for from its 
ranks of employees have gone out many 
of those who now own or manage con- 


| cerns in Elizabeth and other cities. 


As Mr. Blancke has specialized in 
the sale of builder’s hardware and his 


| partner, in selling factory and mill 


equipment, particular attention will 
be given these lines. Another specialty 
will be the paint department. 





Wheeldon Given Leave of Absence 


John Wheeldon, general manager of 
plants, Wickwire-Spencer Steel Corpo- 
ration, has been granted a leave of ab- 
sence until Jan. 1. Charles K. Hardy, 
general sales manager, assisted by Win- 
throp G. Hall, assistant to general man- 
ager, will assume Mr. Wheeldon’s duties 
during his absence. 


CURRENT NEWS 


ownward) CONCORD AXLE 


| 
| 


LIQUIDATES 
| a 


Company to Close Books 
Because Horse Vehicles 
Are Passing 


The Concord Axle Co., manufacturer 
| of steel axles and iron hubs, Penacook, 
| N. H., is now liquidating its affairs and 
| withdrawing from business, largely as 
'a result of the decline in the use of 
horse-drawn vehicles in which the com- 
pany’s product were used exclusively. 
The winding up of the company’s 
affairs will eliminate one of New Eng- 
land’s oldest industries. 

The manufacture of wagon axles on 
the site of the present plant dates back 
to 1835. Axles for local use only were 
produced up to the close of the Civil 
War, when D. Arthur Brown purchased 
an interest in the business and shortly 
afterward increased the plant capacity. 
From New England, the business ex- 
panded to include the Middle West, 
and subsequently the Pacific Coast and 
foreign countries. The company main- 
tained offices in San Francisco and 
Melbourne, Australia. ; 

Following the death of Mr. Brown in 
| 1903, management passed to his son, 
| Henry A. Brown, who had been with 
|the company in various capacities for 
several years, who has continued as 
treasurer and general manager. J. 
E. Fernald is president, and Edmund 
H. Brown, clerk. ‘ 

The plant consists of the following 
_departments: General forge shop, 
| equipped with oil burning furnaces; 
axle finishing shop, iron hub finishing 
shop, roller bearing, iron foundry and 
pattern shop, each department equipped 
with up-to-date machinery; some of 
it adapted and built for the company’s 
own use. Power was developed from 
water, but a complete auxiliary steam 
plant is in operation. Plant and equip- 
ment are to be sold. 

In addition to genuine Concord axles, 
the company produced special designed 
hubs for the Archibald Wheel Co., 
Lawrence, Mass., and the Brown Patent 
roller bearing axle and hub. 








Goodell New Sales Manager 
Congoleum Co. 


F. R. Goodell, formerly Western 
Division Manager of the Congoleum 
Company, with headquarters at Chi- 
cago, Ill., has been appointed general 
sales manager of the company with 
offices at the company’s headquarters 
in the Morris Building, Philadelphia. 
The offices of the Eastern Division 
Manager and the Western Division 
Manager will be discontinued, and the 
direction of all of the domestic busi- 
ness has now been consolidated under 
Mr. Goodell as general sales manager 
at the Philadelphia (home) office of 
the company. 
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HOOVER CONDEMNS| | 
DOUBLE TAXATION 
POLICY 


diced position.” 


Declares It Is a Barrier 
to Foreign Markets 


Denouncing the Government’s double | 
taxation policy as “one of the most | 
destructive influences” in the building | 
up of a merchant marine, Secretary of 
Commerce Herbert Hoover, in an 
address delivered at the recent Ameri- 
can Marine Congress dinner in New 
York City, said: 

“Despite our expanding export and 
import trade, the number of our mer- 
chants abroad has decreased in late 
years, and yet if we would have a 
merchant marine they must be _ in- 
creased. The taxation policies of our 
Government have been to a consider- 
able degree responsible for this situa- 
tion. 

“We are asking our people to ex- 
patriate themselves in order to sell 
American goods and manage Ameri- 
can ships. Our own Government de- 
mands in income and _ corporation 
taxes up to 58 per cent of the profits 
of our merchants resident abroad. 
They also pay taxes to the Govern- 
ment where they reside. 

“Thus we demand that they pay 
double taxes. We are the only Nation 
that does such a thing. With tax 
burdens even greater than ours, our 
competitors in the world have freed 
their merchants resident abroad from 
this double taxation. 

“There is one phase of this matter 
of vital importance to our farmers. 
More than 80 per cent of our agri- 
cultural exports go to Europe. Before 
the war European merchants bought 
stocks of wheat and grain during our 
fall marketing season and thus as- 
sisted in financing the crop. 

“They carried stocks in European 
warehouses, thus relieving our con- 
gestion. Today shortage of finance 
and credit leads them to buy from 
day to day and thrusts the burden of 
carrying the world’s seasonable re- 
serves either upon our own farmers 
or upon our merchants. 

“If our merchant firms were estab- | 
lished in Europe it would be possible 
for them to give delivery at that end’ 
and to establish short credits to their 
customers—all of which would relieve 


| Topliff-Ely Co. Takes Over 





our farmers. But American. mer- 
chants are not likely to establish in | 
Europe and to pay two income taxes | 
which might absorb up to 75 per cent | 
of their income. 

“I wish to repeat that if we are to 
secure the establishment of a mer- | 
chant marine we must secure disper- | 
sion of the American merchant, and | 
our Government today is one of the | 
most destructive influences in the whole 
matter. 

“IT do not wish to argue the theory 
that Americans who are engaged 








abroad in reproductive work tional | 
not bear their share of the national 
burden. I would only point out that | 
other nations have found it un-| 
economic to impose this burden upon | 
them, and that we are left in a preju- 


Kirk-Latty Juvenile Wheel 
Goods Department 


The Topliff-Ely Co., manufacturer 
of children’s vehicles, Washington, Pa., 
has recently taken over the entire 
juvenile wheel goods department of 
the Kirk-Latty Mfg. Co., Cleveland, | 
Ohio. 

Manufacturing operations in this | 
department will begin Jan. 1 in a 
two-story steel and concrete fireproof 
building, 82 x 210 ft., recently com- 
pleted, excepting for machinery and 
equipment which is expected to arrive 
Dec. 15. 

Two similar buildings are now in 
course of erection—one to be ready 
Dec. 1, the third building Dec. 20. The 
entire plant will be in full operation | 
Jan. 1, 1924 and production ready for | 
shipment about Jan. 15. 

The same line will be made the com- 
ing season, and the same trade-marks | 
will be used. The company is adding | 
four tubular Velocipedes, three Junior 
Coaster Wagons and several Scooters. 
Several new dies will be used in the | 
present factories, replacing hand made 
operations. 








Michigan Firm Reorganized 


The Jackson Hardware Co., Jackson, 
Mich., was recently reorganized and J. 


P. Farrell elected president. Other 
officers elected are as follows: H. L. 
Morehead, vice-president; Mrs. L. L. 


Morehead, secretary and treasurer; 
Oscar Guess, general manager. 

Directors: Emmett Addkison, H. 
L. Morehead, Frank Scott, Oscar | 
Guess, and J. P. Farrell. 

The Jackson Hardware Co., was 
organized some years ago, with the} 
late E. A. Peatross as manager. With | 
a small capital stock and limited busi- 
ness, it outgrew its first home, mak- 
ing the construction of a new build- | 
ing and the trebling of the stock car- | 
ried necessary. 





poem | 
Torchweld Issues Catalog | 
The Torchweld Equipment Co., 224 | 
N. Carpenter Street, Chicago, has | 
issued a new catalog covering its | 
complete line of oxy-acetylene welding | 
| and cutting apparatus, lead welding, | 
soldering, brazing and decarbonizing | 
units, gas pressure regulators, auto- 
matic machines, generators and sup- 
plies. The catalog contains cross sec- 
tional views of equipment with detailed 
explanation. The catalog is 8% x 11 
and consists of forty pages. 


eure 


THOs. A. FERNLEY 
DIES IN PHILA. 


| Trade Aanealatin Secretary 


Succumbs to Bright’s 
Disease 


Thomas Adamson Fernley, for many 
years secretary of various national 
trade associations and affiliated with 
his brother, George Fernley, and his 
father, T. James Fernley, secretary of 





Thomas A. Fernley 


the National Hardware Association, 
died Nov. 6, at the Germantown Hos- 
pital, Philadelphia, Pa. 

Mr. Fernley, who was thirty-nine 
years of age, had been ill since Sep- 
tember, of Bright’s disease and for 
several weeks his condition had been 
serious. He later improved, however. 
and it had been hoped that he could 
be removed to his home, but he suf- 
fered a relapse Nov. 3, from which 
he did not regain consciousness. He 
is survived by a widow and two chil- 
dren, Thomas A., Jr., and Harrietta 
M. Fernley. 

Prior to his entrance into association 
work, Mr. Fernley was associated with 
his father in the wholesale hardware 
business. 

Mr. Fernley was a grandson of 
George P. Adamson, of Baeder, Adam 
son & Co. 


Parrill Joins Prest-O-Lite 


The Prest-O-Lite Company, Inc., In- 
dianapolis, has appointed Frank L. 
Parrill as sales promotion manager. 
Mr. Parrill will have charge of the ad 
vertising and sales promotion work 


| for both the storage battery and gas 


tank divisions. Mr. Parrill was for- 
merly advertising manager of the Cole 
Motor Car Company and more recently 
connected with the Chilton Company. 
Philadelphia. 
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Wm. F. Wendt 


William F. Wendt, founder and 
former president of the Buffalo Forge 


Co., Buffalo, N. Y., and prominent for | 
many years in local civic and political | 


affairs, died at his home in Buffalo, 
Oct. 30. Mr. Wendt, who was sixty- 
five years old, was a brother of Henry 
Wendt, now president of the Buffalo 
Forge Co. 

Mr. Wendt was born in Buffalo. He 
continued as president of the company 
which he was instrumental in starting 
until 1916, when he retired. He was 
also president of the George L. Squier 
Manufacturing Company, the Buffalo 
Steam Pump Company, and the W. F. 
Wendt Publishing Company, which 
issued La Hacienda, printed in Spanish, 
and circulated in South America, and 
the American Blacksmith. 

He retired from the publishing com- 
pany two years ago. 

Mr. Wendt was for some years prom- 
inently connected with Republican 
politics in his native city and was 
keenly interested in the betterment 
and advancement of civic and national 
affairs. While a keen student of 


political affairs, he never sought office | 


for himself, although he was several 
times prominently mentioned and 
urged to become the candidate of the 
Republican party for Mayor of Buffalo. 





Edward Hemsteger 


Edward Hemsteger, Ohio sales repre- 
sentative of the Michigan Stove Co., 


e 


HARDWARE AGE 


died at his home in 


Detroit, 
Mr. Hemsteger 


Columbus, 


Mich., 
Oct. 28. 


the hardware industry and had always 
| taken an active interest in the affairs 
| of the community in which he lived. 





Edward P. Hunt 


| Edward P. Hunt, pioneer Cleveland 
| hardware merchant and a member of 


| Cle firm of Davis-Hunt-Collister Co., | 


Cleveland, died recently from an acute 

| attack of bronchitis. He was 86 years 
| old and had been suffering from this 
| ailment for five weeks. 
Mr. Hunt entered the employ of 
| Davis, Massey & Co., hardware retail- 
|ers, when a young boy. In 1870 the 
firm was reorganized and became the 
Davis, Hunt & Co. In 1892 it became 
the Davis-Hunt-Collister Co. 

Mr. Hunt is survived by his wife, 
| Mary Rice Hunt and two daughters, 
| Mrs. Anna Perkins and Mrs. Nettie 
Cook. 





J. C. Kennedy 


Jeremiah C. Kennedy, founder of | 
the Kennedy Bros. Arms Co., St. Paul. | 
sporting | 
goods stores of the Northwest, died at | 


Minn., one of the pioneer 


his home in St. Paul, Oct. 25, at the 
age of 80 years. Mr. Kennedy was 
born in Ireland and served with the 
Union Army during the Civil War. 
He opened his first store in St. Cloud. 
Minn., but did not settle in St. Paul 
until 1868, when he joined his brother, 
M. F. Kennedy, in business. 


was for many years associated with | 
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| Booths Nearly All Sold 
for New York Convention 


All but nineteen booths have been 
| sold for the hardware exhibition to be 
| held in conjunction with the New York 
| State Retail Hardware Association 
| convention at the Seventy-first Regi- 
|ment Armory, Park, Avenue and 
| Thirty-fourth Street, New York City, 
| Feb. 18 to 22 of next year. 
| R. J. Atkinson, Brooklyn, N. Y., and 
| John B. Foley, Syracuse, N. Y., presi- 
| dent and secretary respectively of the 
state association held a conference in 
New York City last week and completed 
|some of the arrangements that have 
| been pending. The sessions of the con- 
| vention will be held in the Hotel Mc- 
Broadway and Thirty-fourth 


| Alpin, 

| Street. 
It is understood that several manu- 
|facturers of builders’ hardware will 
| have exhibits in the armory for the 
| first time in seven or eight years. It 
| is expected that more than 100,000 
| people will visit the exhibits during 
| the convention. 


W. H. Amrheim Opens Store 


William H. Amrheim, associated for 
many years with the Mithoff Hardware 
Co., Columbus, Ohio, has opened a 
hardware store at 40 East Rich St. 
| For the present only the ground floor 
of the building will be used, but after 
the first of the year the second floor 
of the building will be stocked. 


(News continued cn page 100) 


Don’t Shake Public Confidence—It’s Bad Business 





RETAILER !S DOING-- 
NOTICE HIS STORE. 
AT Foor OF CLIFF 





WHEN HE B0o?s THE TREE 
HE JARS OFF AN ACORN, 
_ WHICH LANDS NEAR A 
BIG ROCK 
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IN COURSE OF TIME THE 


ACORN BEGINS 70 EROW- 
ANpD KEEPS ON GROWING- 











— My WORD! LOOK 
WHAT'S HAPPENING. 
TO THE ROCK! 











GOSH!-THE YOUNG- 
OAK PUSHES THE ROCK 
OFF THE CLIFF WITH 

SERIOUS RESULTS —> 
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Senate and House Leaders Plan Busy Session 
of New Congress 


Tax Reductions to Wait on Soldiers’ Bonus—Price Maintenance 
Bills Urged for Early Hearing—Farm Bloc’ s 


WASHINGTON, D. C., Nov. 12, 1923. 

HE first session of the Sixty- 

i eighth Congress will convene at 

noon three weeks from today. Its 

length is problematical but it will un- 

doubtedly sit until next summer’s hot 

weather drives our national legislators 

to seek the relief of seashore and moun- 
tain breezes. 

Prominent leaders of both houses are 
already in Washington actively plan- 
ning the work of the coming session. 
Thanks to the excellent work of the 
Budget Bureau the big appropriation 
bills for the support of the government 
will be further advanced than in any 
previous Congress and the Christmas 
recess will undoubtedly see several of 
them in the hands of the Senate. 

By almost unanimous consent no leg- 
islation looking to tax reduction or 
readjustment will be attempted before 
the holiday recess. It is universally 
admitted that Congress is now without 
the necessary data to determine what 
shall or can be done in the way of 
lifting the tax burdens of the people. 


Soldiers Bonus Bogey 


The bogey of the soldiers’ bonus is 
dancing before the eyes of Senators 
and Representatives and until a deci- 
sion has been reached on this important 
question it will be useless to attempt 
to determine whether the Treasury will 
stand a cut in taxes. 

Secretary of the Treasury Mellon 
will send to the Speaker of the House 
on the first day of the new session a 
comprehensive annual report in which 
he will renew his recommendation for 
a reduction in the maximum limit of 
income surtaxes from 50 to.25 per cent. 
As I have heretofore pointed out, how- 
ever, this suggestion does not involve a 
reduction in the revenues; on the con- 
trary, Mr. Mellon believes that a low- 
ering of the surtax limit to 25 per cent 
would very substantially increase the 
receipts from this source. 

The Treasury is losing hundreds of 
millions of dollars annually because 
wealthy men cannot afford to own the 
stocks and bonds of sound industrial 
corporations and pay surtaxes up to 
50 per cent on their incomes when they 
can invest their funds in government 
bonds and tax-exempt municipal se- 
curities netting from 4% to 5 per cent. 

The Treasury Department made pub- 


Comprehensive Program 
By W. L. CROUNSE 


lic a few days ago a report of the In- 
ternal Revenue Bureau on _ income 
taxes for the calendar year 1921 that 
will make the average business man 
sit up and take notice. The figures are 
exceedingly graphic but suggest that 
the forthcoming report for 1922 will be 
little less than startling. 


Big Shrinkage in Taxable Incomes 


From a peak of 206 incomes of more 
than $1,000,000 per annum in 1916, the 
returns show but twenty-one incomes 
of more than $1,000,000 in 1921. Re- 


turns on incomes of from $50,000 to 
$1,000,000, show a _ corresponding 
shrinkage. 


The shrinkage noted is undoubtedly 
due in part to the inflated conditions 
in 1916, but there can be no doubt that 
the heavy decline in large incomes on 
which taxes were paid in 1921 was 
chiefly due to the fact that persons 
with big incomes put their money into 
tax-free securities and thus escaped 
Mr. Mellon’s collectors. 

The United States Census Bureau 
has gathered statistics which show 
clearly that the flood of tax-free securi- 
ties issued by States and municipal- 
ities during the past three years has 
been greater by far than at any time 
in the history of the nation. The good 
roads movement, the campaign for bet- 
ter schools and the payment of soldier 
bonuses by the States have been chiefly 
responsible for the great increase. 

In many cases it is believed the 
money received from the sale of these 
tax-exempt securities has been waste- 
fully expended, and there has been a 
constant temptation to municipalities 
to make unnecessary bond issues be- 
cause of the ease with which they can 
be floated on account of their tax-ex- 
empt character. But putting aside en- 
tirely the question of the wisdom of 
such bond issues Secretary Mellon and 
the leading financial experts in Con- 
gress are convinced that the income of 
the federal government will continue to 
dwindle until provision is made by con- 
stitutional amendment for the taxing 
of these State and municipal issues. 


Some Startling Figures 
The extent to which tax-exempt se- 
curities haye cut into the national in- 
come may be approximated by consid- 
ering a few salient figures now avail- 


able. They are highly significant. from 
every standpoint and especially because 
of their bearing upon any project to 
reduce the tax burdens of the people. 

The report of the Commissioner of 
Internal Revenue for 1921, to which I 
have referred, shows a collossal shrink- 
age in incomes subject to tax during 
that year of no less than $8,000,000,000 
as compared with 1916. Reliable sta- 
tistics are available showing that on 
Jan. 1, 1923, there were outstanding 
federal, State and municipal tax-ex- 
empt bonds to the amount of $11,000,- 
000,000. 

A comparison of these figures sug- 
gests that the report of the Commis- 
sioner of Internal Revenue for the cal- 
endar year 1922 will show a further 
shrinkage of taxable incomes during 
that year of three billion or four bil- 
lion as compared with 1921. It would 
seem, therefore, that the deluge of tax- 
exempt securities poured upon the 
market during the past seven years 
has just about kept pace with the 
shrinkage, in taxable incomes reported 
to the Internal Revenue Bureau. 


Would Amend Constitution 


Readers of HARDWARE AGE will re- 
member that in the last Congress a 
joint resolution was presented provid- 
ing for an amendment to the Constitu- 
tion under the terms of which all State 
and municipal securities would be sub- 
ject to a federal tax. The measure 
made very little progress, but will be 
reintroduced in the coming session. 

There is a rocky road ahead of this 
resolution. While its passage by Con- 
gress may be accomplished during the 
coming session its struggles will have 
but begun. 

It must then be ratified by the leg- 
islatures of three-fourths of the States. 
Just what arguments can be presented 
to these legislatures, to induce them to 
vote away the right to issue tax-ex- 
empt securities, at low interest rates, 
for desired public improvements makes 
a considerable draft upon the imagina- 
tion. 

With federal taxes climbing steadily, 
and with federal office-holders multi- 
plying like rabbits, it will require a 
very definite brand of altruistic pa- 
triotism to bring about the ratification 


“ 
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Service—The Retailer’s Bludgeon 


Real Service One of the Greatest Factors at Disposal 
of the Dealer in Increasing Paint Sales 


N this era of feverish selling and 
bare-fisted merchandising, when 
the storekeeper is vigorously 

attacked from all sides by numerous 
and often conflicting solicitations by 
overzealous salesmen, it is well for 
the retailer to check up occasionally 
and, in cold sober thought, take stock 
of his position in the distributing 
chain. 

Let him, for instance, put to him- 
self the question,—“‘Wherein lies my 
usefulness to this community which 
I have selected to patronize me?” 
Put in that way rather than as some 
would have it—Why am I not more 
generously patronized by my com- 
munity?”—may force the signifi- 
cance of the question and more em- 
phatically impress on the store- 
keeper his place in the community 
he has selected to serve. 


The Secret of It All 


That one word serve is the secret 
of it all. The more conscious we, 
who are privileged to be manufac- 
turers, wholesalers and retailers, be- 
come of the significance of that one 
word the more surely are we destined 
to prosper. It requires no more 
than a superficial analysis of the 
careers of the great merchant 
princes to show that they profited 
and prospered in direct proportion 
to the service they rendered their 
own community. 

No group of individuals banding 
themselves into a newly formed com- 
munity has, in my humble opinion at 
least, circulated a petition or in uni- 
son urged any particular retailer to 
establish himself in their midst. 
The dealer as a rule comes of his 
own volition and by the same token 
his progress and prosperity in that 
community is utterly dependent on 
his ability to properly serve it. 

The time is at hand when true 
service more than anything else 
must be the factor that influences a 
retailer’s success. The ever-growing 
tendency on the part of many large 
manufacturers to go direct to the 
consumer with their product is 
ominous. Such manufacturers are 
gathering about them large or- 
ganizations of house-to-house sales- 
men, men schooled and trained in 
the art of approaching the housewife 
in her own lair and by a masterly use 


By C. A. DANA REDMOND 


Boston Varnish Co., Boston, Mass. 


of the theory of related selling, plus 
a very sincere desire to serve with 
useful and extremely helpful infor- 
mation, win her confidence, approval 
and last but not least—close many a 
sale that should otherwise go to the 
retailer himself. 
Fight Fire With Fire 

“What,” you ask, “is the retailer 
to do about it?” For many of the 
hardware and paint dealers who have 
met and conquered this problem it 
may be said that they fight fire with 
fire. Applying the plan to the sale 
of paint and varnish it means that 
the retailer or his clerks must give 
over a certain number of days a week 
to the business of calling upon Mrs. 
Housewife, presenting to her by ac- 
tual demonstration the merits of the 
paint and varnish products that the 
retailer carries as a means toward 
greater protection and added beauty 
in her home. 

The storekeeper or clerk who 
adopts this method of going to the 
people of his community must him- 
self be well schooled in the merits 
of the products he carries. In the 
matter of paint and varnish prod- 
ucts, for instance, he must know 
how much material is needed to sat- 
isfactorily do a given job; how long 
the refinished room or piece of 
furniture, as the case may be, must 
remain unused until the new surface 
becomes dry and hard. He must be 
able to recommend the right finish 





Makes You a Better 
Merchant 


“HARDWARE AGE, 
“New York City. 
“Gentlemen: 

“We eagerly look forward to 
each new issue of HARDWARE AGE 
and find many helpful articles in 
each number. You can’t help 
but be a little better merchant by 
having read its columns. 

“Thanking you, we beg to re- 
main, 

“Yours very truly, 
“R. J. Hurley Lumber Co., 
“Oceola, Mo. 


“C. Roy Fields, mg.” 











for walls, ceilings, floors and furni- 
ture. He must be able to discuss in- 
telligently with the housewife color 
schemes, room rearrangement, and 
the various other problems that are 
hers of necessity. 


Knowledge Means Service 


In doing this he renders a true 
service to the customer “he has se- 
lected to patronize him.” Further- 
more, through the medium of fur- 
nishing proper and authentic infor- 
mation on points such as these, he 
gains the confidence of this desir- 
able patron, the theory of related 
selling comes into play and if, in 
addition to paints and varnishes, his 
stock includes hardware and house- 
hold goods, the opportunity is wide 
open to suggest such articles of this 
character as his inspection of Mrs. 
Housewife’s home reveals are neces- 
sary. 

Very frankly, the thought pre- 
sented above is at present the nu- 
cleus for many well-planned and ex- 
tremely efficient merchandising ef- 
forts now conducted by retailers 
who have caught the spirit of 
the times and are meeting condi- 
tions as they are, not as they want 
them to be. Very emphatically we 
may say that unless storekeepers 
arouse themselves to the need for 
cultivating the confidence and good- 
will of the buying public in which 
they are located, unless the retailers 
heed the warning that is now ap- 
parent on all hands, and finally un- 
less a plan for inspiring and culti- 
vating the confidence of the house- 
wives is devised and put into use at 
once, the next few years will see a 
tremendous development in the di- 
rect-to-consumer selling plan that is 
now being perfected by many manu- 
facturers. 

It is not the writer’s intention to 
spread needless alarm, but if these 
seeds of thought may be blown to 
fertile soil and from them some few 
aggressive retail merchants, store- 
keepers if you will, may be urged 
to devise a real campaign of service 
in direct-to-the-consumer merchan- 
dising, their progress will be so 
great, their reputations so enhanced, 
and their example so widely emu- 
lated, that a rich harvest must of 
necessity fall to retailers in general. 
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This Firm 
Cashes In 
on Window 
Displays 
and 


Advertising 





125 Roasters in Five Days 


] ACH year the President pro- 
claims the last Thursday of 
November as_ Thanksgiving 

Day. This is truly an American 

holiday, and while the day’s origin 

and history call for prayer and re- 
spect for the founders of the coun- 


try, particularly the Puritan Fathers, 
the modern generation observes it in 
its own way. 

First, it is a holiday—a day off 
for pleasure and feasting. It seems 
to be an unwritten yet well‘ observed 
law that turkey, cranberries, celery 





and certain other foods be consumed 
in great quantities the last Thursday 
of November. It is a day for family 
reunions and dinners. 

Each year father complains that 
the carving knife is dull. Mother 
usually discovers at this time that 





Mounted ducks and a turkey contributed the Thanksgiving atmosphere to this display of the Roberts Hardware Co., Utica, 


N.Y. 


Above is shown a sales-producing window of the Weeks Hardware Co., Scranton, Pa. 
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the roaster is too small, the casserole 
is not large enough and that she 
should have two. Glass baking 
dishes and pie plates are found too 
few in number, while the family 
coffee pot or percolator, although 
large enough for four, will hardly do 
for ten. One could enumerate dozens 
of similar hardware items needed to 
perfect the Thanksgiving Day meal. 

The two window displays accom- 
panying this story give one a broad 
conception of the possibilities on a 
special drive for this seasonal trade. 
The Weeks Hardware Co, Scranton, 
Pa., for instance, always makes a 
big bid for carver sales at this time. 

In connection with this window 
Mr. Weeks writes: 

“We usually put more effort behind 
the sales of carvers and roasters at 
Thanksgiving and Christmas time 
than at any other time during the 
year. 

“About eight days before Thanks- 
giving we put in a window display 
of roasters and carvers and another 
window of casseroles, baking dishes, 
enameled and aluminum ware, and in 
fact everything in kitchen equipment 
that is ordinarily used in preparing 
ameal. We also feature these items 
in our ads at this time. We use two 
columns 4 in. deep in both morning 


and afternoon papers in a set loca- 


Micrometer Caliper Has Deci- 


mal Equivalents on Frame 


Reed micrometers, with the frame 
embodying decimal equivalents, ar? 
now offered by Reed Small Tool Works, 
Cherry and Vine Streets, Worcester, 
Mass. In introducing this new feature 
in the Reed it has not been necessary to 
sacrifice the popular deep-throated, 
concaved form of frame with the natu- 
ral thumb-and-finger fit. The raised 
figures afford a still firmer grip on the 
micrometer, making it particularly 
adaptable for use on oily work. Al}! 
other special features—the patente 
two-part thimble with its instantaneous 


adjustment to compensate for wear on 
anvil and spindle surfaces, the station- 
ary anvil with the narrow frame at 
measuring point and the rigid, threaded 





locked joint, making thimble and spin- 
dle practically one piece—are retained 
in the new tool. The frame is drop- 
forged from steel, then treated for spe- 
cial finish, after which the decimal 
equivalent figures are raised in finish- 
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tion, so that our ads are found in the 
same place each day. Frequently we 
call attention to our windows in our 
advertising. 

“When we make a special drive on 
any item we sometimes put on 4 
leader at a special price, but we have 
found that if too much stress is put 
on the leader we sell more of that 
number than of the regular stock, 
and of course the regular stock is the 
more profitable to sell. 


125 Roasters in Five Days 

“We have sold as many as 125 
roasters in the five days preceding 
Thanksgiving by these special efforts 
and features. We are planning to do 
even better this year.” 

The Weeks Hardware Co. window 
was trimmed by H. F. Smith, who 
did not forget anything that would 
appeal to the housewife at this time. 
The use of decorative crepe paper 
in this display helps suggest Thanks- 
giving. The poster with the turkey 
cut-out is simple, yet has a decided 
appeal. Hunt around in magazines 
or calendars and you will easily find 
a turkey suitable for clipping and 
mounting. 

The stuffed turkey with the axe 
shown in the window at the Roberts 
Hardware Co., Utica, N. Y., certainly 





ing dies subjected to about 500 tons 
pressure. This operation assures an 
extremely rigid web frame. A metallic 
finish, black oxidized, gives a rich black 
background for the raised figures. The 
decimal equivalents of 8ths, 16ths and 
32ds stand out prominently on the front 
of frame, while the 64th equivalents 
appear on the reverse side. This is a 
remarkable piece of die and press work 
on a curved surface, and anyone inter- 
ested in fine tool work will take pride 
in owning a micrometer with this fea- 
ture. These micrometers can be sup- 
plied in the one-in. size only, with lock- 
nuts and ratchets if desired, and are 
surprisingly 


offered at a reasonable 


price. 





New Coasting Scooter for the 
Little Folk 


The coasting scooter made by the 
John A, Huth Mfg. Co., 1602-1618 Gest 
Street, Cincinnati, Ohio, has a. number 
of interesting features, well calculated 
to make it a popular item. The scooter 
is propelled just the same as any other 
scooter, with the foot, except that it 
may be propelled from either a stand- 
ing or a sitting position. The axles are 
of % in. cold rolled steel, the handle 
of heavy steel, very rigid. The 10-in. 
dise wheels contain a special pattern 
of roller bearings and the scooter will 
roll with the very slightest effort. The 
handle, as shown in_ illustrations, 
breaks backward to a convenient posi- 
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shouts Thanksgiving at you, but such 
is not always available. This dis- 
play even has a corkscrew or two 
along with kitchen ware, glass baking 
ware, griddles, roasters, cigar trays, 
carvers, tea kettles and skillets, 
Two mounted ducks at the rear add 
atmosphere to this window. Nut 
pick and cracker sets, meat choppers 
which mother must have in prepar- 
ing the mince meat and pumpkin for 
pies are also shown. Choppers used 
in making “stuffing” for the turkey 


are displayed, and other articles 
used in preparing the feast are 
featured. 


In selling such items as roasters 
and coffee pots it is well that you 
caution your customers to buy sizes 
which will be adequate for their 
holiday meal. With the roaster, of 
course, it is essential that you do not 
sell a woman a size that will not 
fit in her oven. Make sure that you 
sell her just what is needed and you 
will be giving her real service. If 
she asks for a roaster, sound her out 
on the many other articles mentioned 
in this story and shown in these two 
displays. Your opportunity for sell- 
ing cooking and kindred wares is 
never any better than at Thanks- 
giving time. That is the best reason 
you have for giving thanks—provid- 
ing you make the most of it. 


tion for the child when seated, or 
locks firmly in an upright position for 
use with the child standing. The 
wheels are fitted with % in. rubber 
tires and are spot welded and riveted 
and made of 18 gage steel. This is a 
sturdy plaything, it will last a life- 
time, is much easier handled than a 
two-wheeled scooter or any coaster 
wagon. Seat is 14% in. above the 
ground, foot platform, 7 by 17% and 
41% in. from ground. 





The company is now building this 
type of scooter in a smaller size and 
of cheaper construction and with wire 
wheels, which is designed to retail at a 
low price. 
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OOD authorities claim that 75 
per cent of Christmas buying is 
done by women. Check up on 


your own family if you don’t believe it. 

Observation shows that practically 
100 per cent of the buying in garages 
is done by men. Check up again. Do 
you know a garage where your wife 
would buy you a Christmas gift? Sure 
not, it isn’t done. Probably you have 
never even seen a woman in an acces- 
sory store, or if you did she was feeling 
the way you and I do when we go into 
a lingerie department to buy the wife 
some pink B. V. D.’s—hopeful but ap- 
prehensive. 

It’s pretty hard to picture a woman 
going into a place that has the atmos- 
phere of “men only” to buy friend hus- 
band a spotlight. And you won’t very 
likely find friend husband buying him- 
self a spotlight—not for a Christmas 
present at least. If he wants it he gets 
it any old time. 

But when the good wife goes out 
shopping for a real “he” gift, where 
does she go? Very likely to the hard- 
ware store, among other places, doesn’t 
she? 

And at Christmas time she remem- 


bers that she has bought him a safety 
razor, and golf balls, and all the other 
~ * Address delivered before Accessorics 
Branch of National Hdwe. Ass'n, Atlantic 
City, N. J., Oct. 15. 
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An Automotive 
Christmas 


ay M. E. FABER 
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things that he mentioned in his letters 
to Santa Claus in years past, and she 
wonders what to get this time. And 
then she sees a nice mirror for the car. 
There’s something he will like—and if 
she drives the car she’ll get some good 
out of it too. So he finds a mirror in 
his stocking on Christmas morning. 

The problem for the retailer has been 
to know just what sort of a line of 
accessories to put in for the Christmas 
trade. Some of the items in the job- 
ber’s catalog are obviously not suited 
for gifts. At least they are not the 
kind of things a woman would care to 
buy without taking the recipient of the 
article into consultation—and that 
takes the surprise out of the gift. 

If articles are chosen for the holiday 
season which meet the following re- 
quirements, the retailer will find that 
women will feel perfectly confident in 
buying them for gifts: 


1. They should be suitable for any 
special make of car except that a few 
Ford accessories would be permissible. 
That is, they must be such that the 
dealer would not have to carry a con- 
fusing line of different sizes and mod- 
els to fit different cars. 


9. The purpose and use should show 
at a glance. 

3. They should be things that the 
motorist can put on the car himself or 





Shaler Co., Waupun, Wis. 


Tire gage 
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things that are carried without attach- 
ing to the car. 

4. They should be of attractive finish 
and appearance as well as useful. Spe- 
cial Christmas packages are not of 
great importance because they may de- 
tract from the selling value of a na- 
tionally advertised package or trade- 
mark, and, further, because gifts are 
seldom actually presented in the pack- 
age as wrapped by the dealer, but are 
rewrapped by the purchaser. 

5. They should be nationally adver- 
tised because women read national ad- 
vertising the same as men do. 

Such articles as the following would 
meet these common sense specifications: 
‘Valve caps 
Hydrometer 
Parking light 
Motometer 


Five-minute vulcanizer 
Rear view mirror 
Windshield cleaner 


Spotlight Stop signal 
Griprack Ete., etc. 


The season of giving certainly gives 
the hardware retailer a wonderful op- 
portunity to step to the front with 
specialties from the automobile depart- 
ment that will be welcomed by givers 
who are at their wit’s end to find some- 
thing that is different. It is a chance 
to let the buying public buy something 
that they have never had a chance te 
buy before—-Christmas presents for the 
ear. 


Signposts to Success:—Truthfulness 


Unfortunately for this individual, the fact that he 





is untruthful very shortly becomes well known to his 
associates, and while they appear to believe him, they 
do not at all. In a short time even his truthful state- 
ments are doubted. If he makes an appointment no 
one expects him to be on time, but all know he will be 
ready with what he believes to be a good “alibi” for 
‘the occasion. 

The chronic liar soon begins to drop behind in the 
business race, social invitations slow up, and as a 
rule he never understands what has happened, because 
he foolishly thinks his fabrications are entirely con- 
vincing. 

Cultivate the homely virtues of truthfulness and 
dependability. They are safer than the cleverest lying 
that can be thought of. 


HERE is no worse stumbling-block in the pathway 
de success than a reputation for untruthfulness 
and unreliability. And such a reputation is generally, 
in the long run, a stumbling-block to social success as 
well. One does not have to be a sort of stick-in-the- 


mud to be truthful and dependable, as many brilliant 


and erratic liars seem to imagine, 

The habit of telling untruths grows painfully 
quickly. Started with an occasional little fib to excuse 
or cover up some shortcoming or failure, the embryonic 
liar finds that the thing is easy, that it smooths over 
a bump, and, disliking bumps, he tries it again when 
he faces another one. That works, too, perhaps, so 
that by degrees he finds himself depending on false- 
hoods to grease the wheels of his progress and make 
going easy. 
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Getting the Sales 


QUESTION that I am asked constantly 
is: “What is the relation of the sales 
department to other departments in the 

business or what should the relation of the 
other departments in the business be to the 
sales department?” 


One of the best answers I have read to this 
question was an article by the president of a 
corporation—anonymous—in a recent issue 
of Printers’ Ink. This was a very frank, 
straightforward article, evidently written by 
a man who had had practical experience in 
trying to weld the several departments of the 
business into a harmonious working organ- 
ization. The author of this article must have 
been a big man because he very frankly ad- 
mitted a number of his failures and mistakes. 


He reminded me of the story told by a 
friend who was traveling with his wife. He 
left her to go out and smoke a cigar. After 
returning from the smoking room, he re- 
marked to his wife: “I have just met a great 
physician.” “What is his name?” she in- 
quired. “Oh, I don’t know his name,” the 
husband replied. “I didn’t ask it.” “Then 
how do you know he is a great physician?” 
she asked. “Well,” said he, “a question came 
up about how to treat a certain disease and 
this physician remarked that he had been 
very unsuccessful in treating this disease—in 
fact, that he did not think he understood just 
how to treat it. Now,” said the husband, 
“doesn’t it stand to reason that unless he was 
a very great physician, he would not have 
been so frank about his lack of success?” 


Some people seem to think that life as well 
as business can be reduced to a formula and 
then worked out on absolute, statistical lines. 
Life and business somehow do not work that 
way. One of the best descriptions I ever 
read of business was what General Luden- 
dorff said about a battle. He remarked that 
a battle in its progress was a living thing—it 
twisted and turned and writhed, and the un- 
expected was liable to happen any moment. 
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Now, business is just like this. It is fluid. 
It is not fixed. It is like handling quick- 
silver. 


A business executive is like a sheep dog 
driving a flock of sheep. He keeps the flock 
working in o..e general direction, but the 
flock does not go straight. Some of the indi- 
vidual units constantly attempt to wander off 
at one side or the other. The sheep dog runs 
around and chases them back. He snaps at 
their heels. He looks very fierce but he very 
seldom injures any of the sheep. His one 
purpose is to keep the whole organization go- 
ing in the right direction. 


Some houses have a selling sense developed 
in a large degree. You will find this selling 
sense in every department. Selling is not 
confined only to the sales department or to 
the salesmen of the house. Other houses, on 
the other hand, seem to confine what little 
selling sense they have to the sales depart- 
ment, and it is a curious thing in such houses 
that the sales department itself is seldom 
very strong. 


Allow me in an A B C manner to ex- 
plain just what I mean: Let us take the 
officers of the company in a house with 
strong selling sense. If a customer by any 
chance happened to find himself in the office 
of one of the leading men of the company he 
would be pleasantly received. The president 
or the vice-president or the treasurer would 
not play with papers on his desk, appear 
nervous and act in a manner that would in- 
dicate clearly to the customer that the great 
good wish in his heart was that the customer 
would take his departure out of his presence 
as soon as possible. The official of the com- 
pany with selling sense would at least ap- 
pear to be interested in the customer and in 
his business. If the official passed the cus- 
tomer on to the sales department, he would 
do it in a diplomatic manner. The customer 
when he took a seat beside the sales manager 
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would have the impression: “What nice 


people these are!” 


On the other hand, in a house without sell- 
ing sense the credit department writes letters 
to customers as if they took a fierce joy in 
trying to make them feél small. Then we 
have known credit men in such houses to say 
to sales managers: “This account is in my 
hands. I am responsible for the credits of 
this business. You just leave this account 
alone until I get through with it. We do not 
want to sell them any more goods until they 
pay up, and don’t you forget it!” Such credit 
men seem to forget that very frequently con- 
cerns are in difficulty today, while tomorrow 
they may be very desirable customers. Last 
summer I was invited to be a guest on the 
steam yacht of a very rich man. He has built 
up a business with a world-wide reputation. 
Twenty-five years ago I remember distinctly 
that our credit department held up his order 
for $300 worth of hardware. Our credit man 
only filled it grudgingly upon my personal 
intercession. Such things do happen. A 
credit department should certainly at all 
times have the sales slant on business. 


Then there is the claim department. Every 
claim department should be inoculated with 
the sales slant. If they do not have this slant 
they will write letters to customers about 
claims as if they, too, took a fiendish delight 
in closing accounts. 


Let me repeat, as I have written before, 
that the ideal business is one first-class mer- 
chant running his shop all alone. When we 
have this there is perfect coordination be- 
tween the buying and the selling, the credit 
department and the claim department. This 
merchant in his little shop realizes that the 
entire existence of his business depends upon 
pleasing his customers. He usually lives on 
part of the trade in his line in a small neigh- 
borhood. In every transaction he has the 
sales slant—whether it is in buying, in sell- 
ing or in greeting the children of the neigh- 
borhood that come into his place. The ideal 
of every great corporation is to have their 
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business operate just like the business of one 
good man running his own little shop. 


Now, to sum up this essay on the place of 
the sales department in a modern business or- 
ganization, I would say without hesitation 
that the master mind in every business should 
see that every part of that business—from the 
factory manager all the way through to the 
shipping clerk—realizes that his position in 
a large measure depends upon the selling end 
of the business. If the goods are not sold 
and well sold, something is soon going to 
happen to the factory. If customers are not 
pleased, and well pleased, something will 
soon make itself felt in the credit depart- 
ment, in the claim department, in the buying 
department, and, in fact, in every nook and 
corner of the entire business, no matter how 
large it is. In a word, the selling slant 
should be cultivated and emphasized in every 
part of every business. When directors 
meet, back of everything in the mind of 
every director should be: “How well will the 
things we are doing please our customers?” 
If the customers are not pleased, you may rest 
assured the reaction will soon be felt in the 
business. 


Did you ever read the fable written by 
George Ade about the movies? I do not re- 
member the exact language, but every busi- 
ness man should read that fable. He tells of 
the rich directors of the film company sitting 
in their mahogany offices at their mahogany 
directors’ table in solid mahogany chairs. 
They were great men—all of them—all right, 
all right, but when the movie was thrown on 
the screen, Percy without any chin took 
Mabel who had not washed her neck to see 
the show. They sat in the dark, chewed gum 
and held hands. When they came out, Clar- 
ence inquired of Percy: “How’s the show?” 
“Rotten,” answered Percy. Then that board 
of directors in their mahogany offices at their 
mahogany directors’ table in their solid ma- 
hogany chairs all got very busy. 


“THE SALES MANAGER.” 
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Coming Hardware Conventions 
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KENTUCKY HARDWARE AND IMPLE- 
MENT ASSOCIATION, Louisville, Jan. 22, 
23, 24, 25, 1924. J. M. Stone, secretary- 
treasurer, 202 Republie Building, Louis- 
ville, Ky. 


MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
City Auditorium, Denver, Colo., Jan. 21, 
22, 23, 1924. W. W. McAlister, secre- 
tary-treasurer, Boulder, Colo. 


WESTERN RETAIL IMPLEMENT AND 
HARDWARE ASSOCIATION CONVENTION, 
Missouri Theater Building, Kansas 
City, Jan.. 15, 16, 17, 1924. 1. W. 
Shouse, manager of exhibit in Conven- 
tion Hall, Central and Thirteenth 
Streets, Kansas City, Mo. H. J. Hodge, 
secretary, Abilene, Kan. 


WEST VIRGINIA HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Huntington, Jan. 15, 16, 17, 18, 1924. 
James B. Carson, secretary, 1001 
Schwind Building, Dayton, Ohio. 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
22, 23, 24, 1924. Headquarters, Adol- 
phus Hotel. A. M. Cox, secretary, 822 
Dallas Co. Bank Building, Dallas. 


INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 
TION, Cadle Tabernacle, Indianapolis, 
Jan. 29, 30, 31, Feb. 1, 1924. G. F. 
Sheely, secretary, Argos, Ind. 


OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, Oklahoma City, Jan. 29, 
30, 31, 1924. Charles L. Unger, secre- 
tary, 425 Continental Building, Okla- 
homa City. 


VIRGINIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Lynchburg, Feb. 5, 
6, 7, 1924. Thomas B. Howell, secre- 
tary, Richmond. 


NEBRASKA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 


Lincoln, Feb. 5, 6, 7, 8, 1924. George - 


Date 

Nov. 20-21 
Nov. 20-21 
Nov. 22-23 
Nov. 22-23 
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H. Dietz, secretary, 414-419 Little 


Building, Lincoln, Neb. 


WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee Auditorium, Feb. 6, 7, 8, 
1924. George W. Kornley, manager of 
exhibits, 1476 Green Bay Avenue, Mil- 
waukee. P. J. Jacobs, secretary-treas- 
urer, Stevens Point, Wis. 


MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 12, 13, 14, 15, 1924. 
Karl S. Judson, exhibit manager, 248 
Morris Avenue, Grand Rapids. A. J. 
Scott, secretary, Marine City, Mich. 


PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Philadelphia, 
Feb. 12, 18, 14, 15, 1924. Sharon E. 
Jones, secretary-treasurer, Wesley 
Building, Philadelphia, Pa. 


Iowa RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des 
Moines, Feb. 12-15, 1924. A. R. Sale, 
secretary-treasurer, Mason City, Iowa. 


New YorK RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXHIBI- 
TION, Feb, 19, 20, 21, 22, 1924. Head- 
quarters, McAlpin Hotel, and exhibition 
at Seventy-first Regiment Armory. 
John B. Foley, secretary, 412-413 City 
Bank Building, Syracuse, N. Y. 


OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Cincinnati, 
Feb. 19, 20, 21, 22, 1924. James B. 
Carson, 1001 Schwind Building, Day- 
ton, Ohio. 


NEw ENGLAND HARDWARE DEALERS 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics Building, Boston, Feb. 
20, 21, 22, 1924. George A. Fiel, secre- 
tary, 10 High Street, Boston 9, Mass. 


NortH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Municipal Auditorium, Fargo, 


Winchester Conventions 


Hotel 
Warehouse 
Utah, So. Cal. 
No. Cal., East. Nev. 
Warehouse 


Location 
Sioux City 
Salt Lake City 
Los Angeles 
Los Angeles, Cal. 


Feb. 20, 21, 22, 1924. C. N. Barnes, 


secretary, Grand Forks. 


MissourI RETAIL HARDWARE ASSOCIA- 
TION CONVENTION. AND EXHIBITION, 
Marquette Hotel, St. Louis, Feb. 26, 
27 and 28, 1924. F. X. Becherer, secre- 
tary, 5106 North Broadway, St. Louis. 


CALIFORNIA RETAIL HARDWARE IM- 
PLEMENT ASSOCIATION CONVENTION AND 
EXHIBITION, Civic Auditorium, San 
Francisco, March 18, 19, 20, 21, 22, 
1924. LeRoy Smith, treasurer, 112 Mar- 
ket Street, San Francisco. 


ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Sherman, Chi- 
cago, Feb. 19, 20, 21, 1924. Leon D. 
Nish, secretary-treasurer, Elgin, IIl. 


MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXPOSITION, 
St. Paul Auditorium, Feb. 26, 27, 28, 
29, 1924. C. H. Casey, secretary, Met- 
ropolitan Life Bldg., Minneapolis, Minn. 


SoutH DAKOTA RETAIL HARDWARE 
ASSOCIATION AND EXPOSITION, Coliseum 
Building, Sioux Falls, March 4, 5, 6, 7, 
1924. C. H. Casey, secretary, Metro- 


politan Life Bldg., Minneapolis, Minn. 


SOUTHERN CALIFORNIA RETAIL HARD- 
WARE ASSOCIATION CONVENTION AND 
EXHIBITION, Los Angeles, March 11, 12, 
13, 1924. H. L. Boyd, secretary, 435 
San Fernando Building, Los Angeles. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, composed 
of Alabama, Florida, Georgia and Ten- 
nessee, Convention and Exhibition, At- 
lanta, Ga., May 27, 28, 29, 1924. Wal- 
ter Harlan, secretary, 701 Grand Thea- 
ter Building, Atlanta, Ga. 


HARDWARE ASSOCIATION OF THE CAR- 
OLINAS CONVENTION, Wrightsville 
Beach, N. C., June 17, 18, 19, 1924. T. 
W. Dixon, secretary-treasurer, 717-718 
errr Bank Building, Charlotte, 


Regular Club 


Meetings 


South Dakota, Neb. 

Newhouse Hotel 

Warehouse 

Southern California 
Club 


Uses Blackboard for Tool Loans 


ARDWARE stores lose consid- 

erable money in the course of 
time on tools loaned to customers 
who do not have sufficient work to 
warrant a purchase. Tools are 
sometimes like borrowed umbrellas 
—they do not always get back to the 
rightful owner. Some hardware 


dealers paint their shop tools, lad- 
ders, etc., a bright red or yellow 
color, and they claim this helps to 
bring back the borrowed articles. 
Nussloch & Son, Lewiston, Minn., 
have reduced the unnecessary loan 
loss to a minimum. A large black- 
board has been placed in the store 


and whenever a loan is made the 
name of the borrower and the date 
is entered. When the tool is re- 
turned the name is rubbed out. The 
effect upon the borrower is a good 
one, because he will often come into 
the store and see his name on the 
board before he returns the tool. 
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Holiday Business Starting 
—Future Orders Small 


he general tone of the hardware market continues steady, with comparatively few 


price fluctuations being reported from wholesale centers. 


Holiday goods, especially 


housefurnishings, tools, cutlery and specialties, are beginning to move, although 
the average retailer is placing his orders with moderation. 


Advance orders for spring goods are said to be larger in the West than they are in 
the East. One of the reasons advanced by jobbers in explanation of the retailer’s caution 
in future buying is that prices prevailing for spring deliveries are higher than they were 


a year ago. 


The retail trade throughout the country is enjoying an active business, but stocks 
are being kept down to the irreducible minimum. 





Manufacturers’ Price Changes 


OTTON MOPS have been advanced approxi- 


mately 10 per cent. 


Tree tanglefoot advanced 71% per cent. 

American Sheet & Tin Plate Co., Pittsburgh, Pa., 
has reaffirmed its present prices on sheets for de- 
livery in second quarter of 1924, which are No. 28 
gage, black, 3.85c.; and 5c. for No. 28 gage, galvan- 
It has also reaffirmed its present price on tin 


ized. 


plate at $5.50 per base box at mill for delivery in 


second quarter of 1924. 





Makers of steel and iron cut nails have reduced 
prices 10c. per keg. 

Vaughan & Bushnell, Chicago, Ill., have announced 
a reduction of approximately 12'2 per cent in first 
quality hammers and hatchets and of from 20 to 25 
per cent in second grade hammers and hatchets. 


Price Changes from Jobbing Centers 


_— the more important price 
4 changes made effective during the 
past week in the leading wholesale 
centers were the following: 


NEW YORK.—The general tone of 
the local market is firm. Retail buying 
is small in quantity but the orders 
are frequent. New lists on stove and 
sink bolts were received by local job- 
bers dated Nov. 1 and showing slight 
advances on the larger sizes. Sash cord 
continues to advance. 


CHICAGO.—A general reduction in 
hammer and hatchet prices took the 
trade by surprise. Vaughan & Bush- 
nell announced, Nov. 10, a reduction of 
approximately 12% per cent on first 
quality hammers and hatchets and 
from 20 to 25 per cent on second 
grades. Other items, it is understood, 
are not affected. It is understood that 
present prices are guaranteed against 
decline until April 1, 1924, but not 
against advances. Local distributors 
have not yet had time to announce any 
new prices to the trade. 


Other important changes were an 
advance on turpentine of 7 cents per 
gal. and a decline of 3 cents per gal. on 
linseed oil. 

Future orders are being booked at a 


satisfactory rate and holiday business 
is coming in good volume. 

Sheet and tin plate mills have con- 
firmed present prices for the first quar- 
ter of 1924, 


BOSTON.—Price changes on stand- 
ard lines carried by retail hardware 
stores continue few and far between. 
Changes reported since last reports 
concern mostly unimportant goods, al- 
though there are exceptions to the rule. 
Advances outnumber declines abcut 
two to one. The most important 
changes noted include a slight decline 
in New England made house trims, and 
a drop of 40 cents per 100 lb. in cold 
rolled steel. On the other hand, cotton 
mops are 10 per cent higher, sash cord 
2 cents a pound, snow shoes and skis 
about 5 per cent, and tree tanglefoot 
7% per cent on the average. Retail 
business very good. Thanksgiving 
merchandise moving rapidly but holi- 
day merchandise is still quiet. 


PITTSBURGH.—There were very 
few changes in prices on steel products 
or on hardware goods in the past week, 
nor are any important ones expected in 
this market until after the first of the 
new year. Steel and iron cut nails have 
been reduced 10 cents per keg, and cold 


rolled steel bars and shafting have 
been reduced $5 per ton by practically 
all makers. Present prices on sheets 
and tin plate have been reaffirmed for 
first quarter of next year. Regular 
prices on sheets are still being slightly 
shaded by a few mills that are anxious 
for business. 


CLEVELAND.—Manila rope is being 
shaded % cent in local market; jobbers 
say this uncertainty is forerunner of 
stiffening process. Other prices are 
very firm. A recent tire reduction re- 
port is unconfirmed. The sheet market 
is said to be weak. Nails and wire 
steady, with stocks improved. Stocks 
generally are healthy and well assorted. 


TWIN CITIES.—Price conditions as 
regards the hardware line in general 
remain quite stable, and very few price 
changes are noted. There has been an 
increase in prices on eaves trough, con- 
ductor pipe and elbows, so that 5-inch 
single bead eaves trough is now quoted 
$5.25 per 100 feet; 3-inch conductor 
pipe, $5.40 per 100 feet, and 3-inch 
elbows, $1.73 per doz. There has also 
been a substantial increase in prices on 
tin plate. Furnace coke, ICL, 20 x 28, 
now quoted $16.50 per box; roofing tin, 
IC, 20 x 28, 8 lb. coating, $15 per box. 
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New Stove and 
Effective in 


We publish herewith new lists on 


Sink Bolt Lists 
Local Market 


stove and sink bolts, effective Nov. 1, 


which have been adopted by all leading manufacturers of these products. 


The larger sizes show slight price ad 
Jobbers’ discounts remain the same. 
eliminated. : 

Flat and Round 





vances; smaller sizes remain the same. 
The % in. lengths over 3 in. have been 


Head Stove Bolts 


List of Nov. 1, 1923. Price per 100. 

Length, vs ts uy ts 3% % 
Inches Inch Inch Inch Inch Inch Inch 
5 $0.85 ere 

85 $1.20 
.85 1.20 ere ee 
-85 yt $1.75 $2.65 
-90 1.25 1.80 2.75 pete 
-90 1.30 1.85 2.85 $9.50 
-95 1.35 1.90 2.95 9.50 
1.00 1.40 1.95 3.05 9.50 
1.05 1.45 2.00 3.15 9.50 
1.10 1.50 2.05 3.25 9.50 
1.20 1.60 2.25 3.45 9.80 
1.30 1.70 2.45 3.85 10.10 
1.45 1.85 2.60 4.05 10.35 
1.60 2.00 2.75 4.25 10.65 
1.70 2.10 2.90 4.45 10.90 
1.80 2.20 3.05 4.65 11.20 
2.00 2.40 3.40 5.15 praise 
2.20 2.70 3.70 5.65 
2.40 3.00 4.00 6.15 
2.60 3.30 4.40 6.65 
2.80 3.60 4.80 7.15 
3.05 3.90 5.20 7.65 ° 
For nickel plating add $1 ‘to list. 
Iron Sink Bolts 
List of Nov. 1, 1923. Price per 100. 
1 1% 1% 1% 2 2% 
NE i865 a ts da haya Inch Inches Inches Inches Inches Inches 
Diameter % in......... $2.10 $2.20 $2.30 $2.40 $2.50 $2.60 
2% 2% 3 3% 4 
SS errr Inches Inches Inches Inches Inches 
Diameter 1 1 co00066 0s $2.70 $2.80 $2.90 $3.10 $3.30 





Sash Cord Prices 
Stull Upward 


Wide Price Variations— 
Base Now 49c. 


The sharp advances in the cotton 
market have already been reflected 
locally in prices of sash cord. In less 
than three weeks the cost price to job- 
bers of sash cord has advanced 4c. 
Some jobbers believe that the market 
will continue to advance in the im- 
mediate future. 

Sash cord prices vary in different 
sections of the city. The prevailing 
standard base, however, seems to be 
49 cents per lb. 

Some 584,628 bales less of cotton 
were ginned to Nov. 1 this year than 
last, Census Bureau figures disclosed 
yesterday. The total for the new crop 
was 7,554,587 running bales, com- 


pared with 8,139,215 bales last year 
and 6,646,354 bales in 1921. 





Collections Better 


Than Year Ago 


The best barometer about the con- 
ditions of the retail trade is collections. 
Jobbers generally throughout the 
metropolitan area report that col- 
lections range from “fair” to “eminent- 
ly satisfactory.” 

A year ago at this time collections 
were somewhat slow, and consumer 
buying was not perenne heavy. 
Although public buying cannot be 
characterized at present as heavy, it 
is considerably more active than it was 
a year ago. Some of the large retailers 
in the city are said to be enjoying the 
largest general business they have had 
in years. 


Stronger Tone in Copper 


Advancing price tendencies are lend- 
ing strength to the copper market, and 
exports sales continue to grow. Reports 
indicate that copper buyers are in- 
clined to favor purchases of forward 
rather than prompt metal. Lake ingot 
copper in small lots quoted at 15%c. 











Current Market 
Quotations 


The following are jobbers’ quotations 
on some of the seasonable lines prin- 
cipally in demand: 

AXES.—Handled axes, 2% to 3 Ib., $19.25 
per doz.; 344 to 3% lb., '319. 25 per doz.; 3% 
o 4% Ilb., $19. 75 per doz.: 4 to 5 lb., $20.25 
per doz.; "4% to 5% Ib., $20.75 per doz.; 5% 
Ib., only, $22.75 per doz. 

House axes, 2% lb., 19 in. handles, $14.25 
per doz. 

BOLTS AND NUTS.—Common 
bolts, small, 30 to 30-10 per cent; 
to 30-10 per cent. 

Machine bolts, small, 40 to 40-10 per 
cent; large, 40 to 40-10 per cent. 

Lag screws, 40 to 40-10 per cent. 

Stove bolts, 70-10 to 75 per cent, both flat 
and round head. 

Sink bolts, 70-10 to 75 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 40-5 per cent. 

Serew anchors, 75-10 per cent. 

Lag screw shields, 80-15-5 per cent. 

Machine bolt shields, 65-10-5 per cent. 

FURNACE SCOOPS.—Furnace_ scoops, 
hollow back, steel D handle, 49c. each. 
Long handle, 52c. each. Hollow’ back, 
wood D handle, 68c. each. All less 5 per 
cent for bundle lots. 

GALVANIZED PAILS.—Galvanized pails, 
8-qt., 19c. each: 10-qt., 22c. each; 12-qt., 
24c. each; 14-qt., 27c. each; 16-qt., 32c. 


each. 
Heavy galvanized pails. 12-qt., 35c. each; 
No. 2, 


carriage 
large, 30 


14-qt., 40c. each; 16-qt., 46c. each. 
Galvanized tubs, No. 1, 69c. each; 
78c. each; No. 3, 91c. each. 

ICE SKATES.—Ice skates (Union Hard- 
ware)—No. 1624, 80c.; No. 1624%, $1.15; 
No. 172414, $1.48; No. 1824, $1.88; No. 192444, 
2.80: No. 524%, $1.21: No. 42414, $1.53; No. 
724, $2: No. 924%, $2.94; No. 51%, 88c.: 
7 $1.50; No. 9. $2.50: No. OX3, 
Donoghue, $5; Ext. Bob, plain, 53c.; 
Bob, nickeled, 63c.; No. 52, 88¢c.; No. 5 
$1: No. 5624, $1.06; No. 562414, 91.36; 
1724%, $1.68; No. 5824, $2.15: No. 5924%, 
$3.19: No, 594%L, $1.45: No. 424%L. $1.80; 
No 724L, $2.38: No. 924%L, 93.50; No. 94, 
$3.94; No. 96, $5.50: No. 07, $1.25; No. 08 
$2.25; No. 08%, $2.93. 
Sundries and parts from list 30-5 
cent. 

NAILS.—Wire nails, $4.2 
per keg. 

Cut atte. $4.50 base. per ke 
mail 


per 


5 to $4.50 base, 


Wire nails and brads in lots, 70 
per cent off list. 
Roofing nails, 1 x 12 100 lb., $7.55, gal- 


vanized; and plain, $5.55. 

ROPE.—Pure Manila rope. 19¢c. base per 
hardware grade, 17%c. base per Ib. 
SIDEWALK SCRAPERS.—Sidewalk 
scrapers, tank riveted. 4 x 7, $4 per doz. 
Seraper with shank, 5 x 7, $6.25 per doz. 
Scraper with socket, 6 x 7, 


1. ; 


$8.75 per doz. 


SNOW SHOVELS.—Snow shovels, steel, 
2 rivets, long handle. $4.75 per doz. 

Jobbers say this price is below factory 
costs today and will last only a short time. 
An advance is expected. 

Galvanized snow shovels, 21% x 16, D 
handle, $13 per doz. 

Toy snow shovels, $2.30 per doz. 

SCREWS.—Flat head steel machine 


screws, 66% per cent. : 
Round head steel machine screws, 66% 


per cent. 

yg head brass machine screws, 60 per 
cent 

Round head brass machine screws, 60 
per cent. 

Flat head steel wood screws, bright, full 


packages, 75-20 per cent. 
Galvanized, 60-20 per cent. 
Flat head brass, 7216-20 per cent. 
Round head blued, 7214-20 per cent. 


Round head nickel plated, 62%4-20 per 
cent. 
‘Round head brass. 6744-20 per cent. 


Prices vary in different sections of the 
city. 

WEATHER STRIP.—Weather strip, dou- 
ble rubber, 6634-5 per cent discount: single 
rubber, 6624-5 per cent discount. Felt, 60 
per cent discount. Flexible, all rubber, 60 
and 5 per cent discount. 
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STEADY TONE IN GENERAL MARKET 


No important price changes other than those reported 
elsewhere on sash cord and stove bolts were received by 
local jobbers during the week. The market is firm, and 
the general opinion among wholesalers and retailers is 
that there will be no sharp advances for some time. No 
material lowering of prices is anticipated, though some 
jobbers say they look for slight concessions as factories 
catch up with production schedules. 

Deliveries between manufacturers and jobbers are im- 
proving steadily. Generally speaking, there are no pro- 
nounced shortages, although certain individual tool lines 
are reported to be still difficult to obtain in quantities. 

A significant feature about retail buying is that the 
average dealer is not placing orders for spring goods as 
freely as he did a year ago. One of the reasons attributed 
for this by local jobbers is that orders for spring deliv- 
eries are being booked at higher prices than they were last 
year. Some firms are advising their customers to place 
their orders for spring merchandise as early as possible 
on the grounds that possible price advances may be put 
into effect early in the new year. 

Some of the local firms are preparing to offer special 
assortments on holiday goods, and are at the present time 
concentrating their sales efforts on housefurnishings and 
merchandise specialties. 














BRISK HOLIDAY 
BUSINESS 
EXPECTED 


Every indication in the New York 
market forecasts a brisk and healthy 
holiday trade in the opinion of both 
jobbers and retailers interviewed dur- 
ing the past week by a HARDWARE AGE 
representative. 

Buying on the part of retailers has 
not as yet assumed large proportions, 
but frequent small orders are being 
received, jobbers say, for housefurnish- 
ing goods, cutlery, and the usual 
Christmas specialties. The buying 
policy of the average retailer for holi- 
day goods, as well as general mer- 
chandise, seems to be to keep his stocks 
down to the minimum, and to increase 
his turnover. Consequently, the Metro- 
politan jobber is doing more and more 
of a pick-up business and it is ex- 
pected that as the holidays approach 
the pick-up trade in New York will 
be larger than it has been in years. 


New York City Retail Prices 


i ELIEVING it to be a matter of interest and possible guidance to our readers, we 
publish herewith a list of seasonable articles, together with the retail prices prevail- 
ing in this section. These prices are average prices arrived at as a result of a 


canvass of the Greater New York trade. 





Weather Strips.—No. 7, 35c. length, Galv. Sheet tron.—28G—Cut, 15c. 
$2.75 ag ft.; No. 6, 50c. length, $4 lb.; sheet, 10c. Ib. 
1 -; No. 2, 70c. le ; No. 2e. . : P 
gps Bann w0c. length; No. 1, 2c Roof Paint. — Everjet, $1.20 gal.; 


Liq. Elastigum, $1.20 gal. 
Home Comfort Strips.—ic. ft., $4.50 
100 ft. 
Black St Pipe.—4, 4%, 5 in., 20c. _ Asbestos. — Corrugated paper — 4c. 
tonal: Pyar gh Pobe ‘nate a sq. ft.; $7.50 roll. Sheets—Cut, 20ce. 
nih hess fis , 4 lb.; full sheet, 15c. lb. / Rolls—Cut, 
Black Elbows.—4, 4%, 5 in., 20c. 20c. lb.; 50 Ib. roll, 12c. Ib. 
“EM 6 i 95a A 
each; 51%, 6 in., 25c. each. Air-Cell Covering 


Elastigum.—5 lb. can, 85c. 


Galvanized Pipe List Foot 
26G 24G 6 (inc csviibedhwnds $0.24 $0.09 
a Wiieh eave dakbe ake were ae 60.35 $0.45 1 ME vices teeviecsers yf 10 
MW. Beiceckedernteeeeant 45 55 SO Git ecivinseeserve 30 12 
Me Mest rieapiprcnstioass 55 75 Te Miverevucdeanaewes 33 3 
2 ib nececeteuddacsde .36 14 
Galvanized Elbows 2% in thevvetadeenewen 40 16 
P 26G 24G 3 bk éebtewekeudaea 45 18 
Ms ccnciks mac waaaa tes $0.35 $0.40 anti ” . 
(ee ree 40 50 Quantity, 1 per cont. 
D Miieestskedvcatenecs -50 .60 Asbestos Cement.—ic. lb.; bag, $3. 
Galvanized Leaders Wire Nails.—Base, $4.50; lb., Te.; 
26G 24G finish, 8c. 
3 in., per ft.......... $0.12% = $0.15 Noxall-Resin.—20 Ib., 90c. 
2 a eee 15 18 . 99 
c Pure Manila Rope.—Base, 22c. lb. 
oal Hods.—516, 50c.; 517, *60c.; 518, tanley Butts 
70c.; 176, 90c.; 186, $1. Stantey. ‘iiss 
Oil Cans.—1 gal. galvanized, 35c.; o41F $3.60 
2 gal. galvanized, 60c.; 5 gal. faucet, 3.70 
$1.40. 4.80 


7.20 





Ash Sieve.—Rotary, $2.50. 

Ash Cans.—0170, $2.50 each, $27 
doz.; 0180, $3 each, $33 doz.; 400, cor- Stanley Hinges 
rugated, $2.25 each, $24 doz. Packed 1 pair in box. 


Lt Tee Hy Tee Strop 
$0.15 $0.15 


y eS 18 $0.20 16 

| ee 20 .30 20 

| Saree .25 30 «20 

Dixeevcwnies 30 40 30 

WCiccankuns 45 55 55 
Butts 

Py. Doz. 

289 F | Be Beers $0.25 $2.65 

> oy, en 29 2.85 

eT eee -3f 3.35 


5 x3 ) 

1776 J. Garage set, $4 set. 

Disston Saws.—1l12 steel, 26 in., 

$3.85; D8 steel, 26 in., $2.95; 7 steel, 
26 in., $2.60. 


Sash Cord.—100 hank, $1.20; yd., 4e. 


Stanley Works.—Sc. 915 hasp—=3 in., 
20c. each; 4% in., 25e. each; 6 in., 35c. 
each. 

Roofing.—Multi-Shingle, 10 in., $6. 
Everlastic, medium, $2.75; heavy, 

.25. 2 Ply Tar, $1.70. 3 Ply Tar, 
$2.25. Jack Frost, $1.35. 

Stanley Tools.—As per list. 


Kirsch Rods.—No. 12, single, 35c. 
each; No. 112, double, 70c. each; No. 
12, single white, 45c. each; No. 112, 
double, 90c. each. Extensions, 25c. 
each. 

Oil Heaters. — ‘Perfection’? — 525, 
$6.25; 530, $7.75; 550, $8; 560, $9; 630, 
$9.75; 660, $11; 760, $12.50. Wicks, 
500, 35c. 
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Chicago Business Improves—Prices Firm 
—TIncreasing Interest in Holiday Goods 


(Chicago office of HARDWARE AGE) 


HE dullness of the last two weeks seems to have 

been broken. 

The volume curve has started upward with the brisk 
demand for holiday goods. The holiday demand was a 
bit slow in getting started and is about two weeks behind 
the anticipated schedule but it is expected that the volume 
will be greatly in excess of last year. 


The business coming to this center from country dis- 
tricts is not all that it might be. There has been no com- 
plaint on conditions in Chicago and other industrial cities. 
Labor is largely employed at good wages, consequently 
hardware sales in these centers have been continuously 
good. With so much employment and extra money to 
spend, it is predicted that Christmas sales will be record 
breakers. The country trade has just begun to be some- 
what liberal with its holiday orders. There are many 
spots where retail sales will not be up to standard but, 
on the whole, it is anticipated that country holiday busi- 
ness will be in excess of last year. 

The unexpected break in hammer and hatchet prices 


Business has gone from fair to good. 


came as a surprise. The reduction amounted to 12% 


per cent on first quality grades and ran from 20 to 25 
per cent on second grades. While the local distributors 
have not yet issued new prices to the trade, it is felt the 
reduction will be generally reflected in prices asked of 
retailers. It is problematical whether or not this reduc- 
tion is a forerunner of easier prices in several other lines 
of hardware. 

The geographical location of Chicago and the large 
number of national distributors of hardware in the Mis- 
sissippi Valley makes it extremely difficult to judge trom 
the business being done in any one of these numerous 
centers, just what the general conditions are. These na- 
tional distributors draw business from almo:ct every sec- 
tion of the country and, while it may be poor in some 
sections, particularly agricultural, there are always 
enough good sections and industrial centers to more than 
offset the deficiency. One thing is certain, if business 
was as good all over the country as it is in the larger 
towns and industrial centers, jobbers, manufacturers and 
retailers would have a hard job handling the volume. 





ALARM CLOCK §S.—Distributors’ 
stocks broken; factories behind in de- 
liveries. 


We quote from jobbers’ stocks, 
f.o.b. Chtoage: America, $11.40 in doz. 
lots; $11.0 in case lots; Blue Bird, 
$13.20 in ll, lots, $12.84 ‘in case lots; 
Black Bird, $18.96 in doz. lots, $18.36 
in case lots; Bunkie, $20.88 in doz. 
lots, $20.16 in case lots; Lookout, 
$13.20 in doz. lots, $12.84 in case lots; 
Sleepmeter, $15.12 in doz. lots, $14.64 
in case lots. 

AMMUNITION AND FIREARMS.— 


Demand for firearms and ammunition 
heavy. There is a gun shortage which 


probably will not be relieved until after 
the holidays. 
AUTOMOBILE ACCESSORIES.— Ex- 


cellent demand due to excellent motor- 
ing weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Spark Plugs-Splitdorf, 50c, each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; Champion 
Blue Box line, 53c. each; A. C. Titan, 
58c. each: lots of 100, 56c. each; A. C. 
Special Ford 44c. each. 

Spot Lights.—Anderson, _ 3280, 
$6.50 each; Stewart, $5.67 eac 

— s.—E A. Electric (Sord), $4 
eac 


Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Sim- 
plex. No. 36, $1.80 each; Ajax, No. 

90c. each: National Standard, No. 
21. $1.20 each. 

Pumps.—Rose, 1%-in. cylinder, $1.55 
each. 

Chains.—Non-skid dozen pair lots, 
33144 per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% non- 
skid, fabric, $8.65 each; cord, $11.60 
each; gray inner tubes, 30 x 3%, 


$1.30 each; red inner tubes, 30 x 314, 
$1.80 each 

We quote f.o.b. facto 

Snap-On Wrenches. mee A 101, Mas- 
ter Service set, $15.25; No. 202 ‘Heavy 
Duty set, $8;, No. 404, Universal 
Socket set, $7;'No. 505B Screw Driver 
set, $3.40. ‘All ‘Snap-On Wrenches less 
40 per cent f.0.b, Milwaukee, 


AXES.—Prices unchanged; in all prob- 


ability will remain firm during the cur- 
rent season; supplies more prompt 
from factories; demand only fair, con- 
= the season. 


quote from jobbers’ stock 
fob. Chicago: First quality single 


weed unhandled axes, 3 to 4-lb., $14 
doz. base; double bitted, $19 "doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 
BALE TIES.—Shortage of small wire 
makes it difficult to obtain shipments; 
stocks somewhat broken; demand 
moderate. 
We quote from jobbers’ stocks, 
.0.b. Glieneo district: Bale ties, 70 
per cent discount. 
BOLTS AND NUTS.—Demand con- 
tinues good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Small carriage bolts, 
rolled thread, 50-5 per cent discount; 

._ Small carriage bolts, cut thread, 40- 
10-5 per cent discount; large carriage 
bolts, cut thread, 40-10-5 per cent dis- 
count; small machine bolts, rolled 
thread, 50-10-5 er cent discount; 
small machine bolts, cut thread, 50-5 


per cent discount; large machine 
bolts, cut thread, 50-5 per cent dis» 
count; all stove bolts, 70-10 per cent 
discount; lag screws, 50-10 per cent 
discount. 
BUILDERS’ HARDWARE.—Demand 
exceptionally good; manufacturers be- 
hind on production. 


We quote from jobbers’ ein 
f.o.b, Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, in 
case lots, $3.48 per doz. pair; 4 x 4 
steel butts, old copper _and dull brass 
finish, in case lots, $4.74 per doz. pr.; 
heavy bevel steel inside sets, case 
lots, $8 doz.; steel bit-keyed front 
door sets, $2 per set; wrought brass 
bit-keyed front door sets. $4 per set; 
cylinder front door sets, $8.50 per set. 


CHAIN.—Demand active; no price 
changes in sight. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: 3 - -in. proof coil chain, 
$8.75 per 100 lb.; American coil chain, 
40-10 per cent oft list; No. 00 4 elec- 
tric welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Present prices low; unusual volume of 
business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


CUTLERY.—The holiday demand has 
opened well. Pocket, butcher, table and 
kitchen cutlery orders are coming in 


from every direction. Orders for car- 
vers, silverware, clocks and_ holiday 
cutlery are very much in evidence. The 
holiday demand for this class of goods, 
including nut picks and cracks, promises 
to be greater than ever before. 


ELECTRICAL MERCHANDISE, 


—Prices unchanged and firm; demand 
for heating appliances is good. Dealers 
beginning to stock for Christmas trade; 
stocks short some sizes of flashlights, 
particularly the long range type; stocks 
on other items good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber covered 
wire, ‘“~ 7 per 1000 ft.; 1,000 ft. lots, 
$7; No. 18 lamp cord, $i5 aot 1000 ft.; 
1000-ft. hy $13.75; % -in. brush brass 
key socket, 20c. each; two-way 

plugs, 60c. each; in lots of 10, bong 
each; one piece attachment piu 
13c. each; two-piece meeaaieanbeak 
plugs, Ibe each, 


EYE HAMMERS AND SLEDGES.— 


Prices are unchanged, although large 


orders might bring some concessions. 
Demand unusually heavy. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Striking or black- 
smith’s sledges 5-lb. and heavier, 
12c. per lb. 


FIELD FENCE.—Sales improving; 


prices unchanged; March 1 dating be- 
ing made on lots of 1000 rods or over. 
We quote from jobbers’ stocks, 
f.o.b. Chiesa: Field fencing, 60% per 
cent discount from lists. 
FILES.—Prices remain unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-10 


— cent off list; Disston files, 50-10- 
per cent off list; Black Diamond 
files 50-5 per cent off list. 


FOOD CHOPPERS.—Demand _ good; 
factories behind on orders; dealers are 
aoe to provide for balance of year. 


uote from jobbers’ stocks, 
Lob” Chicago: Food choppers, Uni- 
versal No. 0, $15 sy * doz. ; No. 1, 
og 20 per doz.; 2. per doz.; 
8. per. ain: “Enterprise. 
501, $1 i665” or doz.; No. 602, 
$20.80 per doz.; No. 703, $27 per doz. 
GALVANIZED AND TINWARE— 


Manufacturers are making some at- 
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tempts to get orders, but claim they 
have gone the limit on price. One stand- 
pat manufacturer reduced his price 2% 


per cent only. 


We quote from jobbers’ 
f.o.b. Chicago: Competition 
ized-after-made water pails, 
$1.89 doz.; 10-qt., $2.15 doz.; 12-qt., 
$2.35 doz.; 14-qt., $2.65 doz.; galvan- 
ized wash tubs, No. 1, $6.10 doz.; 


stocks, 
galvan- 
8-qt., 


No. 2, $6.80 doz.; No. 3. $7.90 doz.; 
5-gal, galvanized oil cans, $7 to $7.75 
doz. 


GLASS AND PUTTY.—Demand for 


glass very heavy at present; prices 
steady. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 


double strength A, all brackets, 84 
per cent discount. Putty, 100-lb. 
kits, $3.70; commercial putty, $3.55; 
glaziers’ points, Nos. 1, 2 and 3, one 
doz. packages, 65c. 


HANDLED HAMMERS.—A local man- 
ufacturer reduced prices 12% per cent 
on first quality and 20 to 25 per cent 
on second grades. Local distributors 
have not yet issued new prices to the 
trade but they are expected within the 
week. 

We quote 
f.o.b. Chicago: No 
nail hammers, $13.2 5 per doz.; 12-0z. 
ball pein, $10 per doz.; competitive 
forged nail hammers, $8 per doz.; 
‘ast steel hammers, $5 per doz. 


HATCHETS. — Manufacturers’ prices 
have been reduced 12% per cent on 
first quality lines and 20 to 25 per cent 
on other grades. Local prices to re- 
tailers have not yet been changed but 
are expected daily. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2, extra quality, 


from jobbers’ stocks, 
11% first quality 


broad hatchets, $19.40 per doz.; com- 
petitive grade, $15.65 doz.; warranted 
shingling hatchets, No 2, $15 doz.; 


competitive forged Shingling hatch- 
ets, No. 2, -10 do 


HICKORY HANDLES. Sales good; 
shortage of better grades continues; 


prices firm but unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hickory Handles, No. 
1 hickory axe handles, $4 per doz.; 
No. 2, $3 per doz.; finest selected 
second growth white hickory axe 
handles, $6 per doz.; special white 
second growth hickory, $5 per doz. 
No. 1 hatchet and hammer handles, 


$0c, per doz; finest growth hickory 
hatchet and hammer handles, $1.50 
per doz. 


HINGES.—Prices firm; stocks broken; 
sales well maintained. 
We quote from jobbers’ 
f.o.b. Chicago: rrettd strap 
pandies, % -in., $1.12; 5-in., $1.57; 6- 

» $i. 93; 8-in., 33. 21: 10-in., $4.92 per 
doz. pairs. Extra heavy T ‘hinges in 
bundles, 4-in., $1.74; 5-in., $1.85; 6- 
in., $2.31; 8-in., $3.95; 10-in., $5.64 per 
doz. pairs. 

INCUBATORS.—Good volume of busi- 
ness on incubators for future delivery. 
Future sales to date far exceed any 


previous year, and excellent business 
expected for 1924. 


We quote 
f.o.b. Chicago: 
cent discount; 
cent discount. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Sales picking up, due to 
home butchering in rural sections. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. 25, 4- 
at., $7.28 Cg Al 7. 31, os. $7.89 
each; No. 35, » $8.67 eac 
ICE lheende cdl acigcmlhensnall for fu- 
ture delivery coming in very freely; 





stocks, 
hinges in 


from jobbers’ stocks, 
Incubators, 35 per 
brooder stoves, 30 per 
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no change in price; manufacturers be- 
hind on deliveries. 

We quote from jobbers’ 
f.o.b. Chica Key, clamp, rocker, 
men’s and boys’, bright finish, 76c. 
per pair; key clamp, rocker, men’s 
and boys’ nickel finish, $1.10 per pair; 
key, clamp, rocker, polished steel 
runners, $1.36 per pair; key, clamp, 
hockey, men’s and boys’, $1.38 per 
pair; % key, clamp, rocker, women’s 
and girls’, $1.31 per pair; % key, 
clamp, hockey, women’s and girls’ 
$1.38 per pair; screw on hockey, $1.19 
per pair; men’s ice skate outfits, $4.75 
per pair; women's ice skate outfits, $5 
per pair. 


stocks, 





A College Education 
Itself 


“HARDWARE AGE, 
“New York City. 
“Gentlemen: 

“Please enter names of follow- 
ing employees on your subscrip- 
tion list: 

“LT. J. Bennett, 2571 Glen 
Green, Hollywood, Cal. 

“A. A. Lewis, 556 Northwest- 
ern Avenue, Los Angeles, Cal. 

“R. L. Seull, 1925 South Bur- 
lington, Los Angeles, Cal. 

“Subscription to begin 
Oct. 4 issue. 

“This issue contains the first 
installment of ‘Builders’ Hard- 
ware from the Ground Up.’ 

“You are certainly running 
some fine material in HARDWARE 
AGE. ‘Forty Years of Hardware’ 
is a college education in itself. 

“Yours very truly, 
“H. D. STERLING, Sales Manager, 
“Dresslar Hdwe. on 
“Store 
“Los Angeles, Cal. ‘4 
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LANTERNS.—Business good; manu- 
facturers booking a greater volume of 


business than heretofore; dealers ad- 
vised to cover for the balance of the 
year. 
We quote from jobbers’ 
f.o.b. Chicago: Dietz D-Lite, $13 


with large fount, _ $14.25 doz. 
Wizard, $8.50 doz.; Blizzard, 


NAILS,—dobbers report good stocks 


on hand; demand steady. 


By ay: 


rietis 
$ 13 doz. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.80 per keg base. The extra for 


galvanized nails is now $2.25 for 1- 


ni and longer; $2.50 for shorter than 
-in. 
OIL STOVES.—Orders being taken 


freely with March 1 dating. Indica- 


tions point to a heavy season. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 per 
cent discount. Lots of ten or more 
are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Alcohol declined 
3 cents per gal. Turpentine advanced 
7 cents per gallon. 


We quote from jobbers’ 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.01 
per gal.; 5-barrel lots, 96c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.03 per gal.; 5-barrel lots, 98c. per 


$1.26 per 


stocks, 


gal. 
Turpentine.—Barrel lots, 
gal. 
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Denatured Alcohol. — Barrel lots, 
52e. per gal. 
White Lead.—100-Ib. kegs, 1l4c. per 
100 lbs.; 50-lb. kegs, 14%c. per 100 
Ibs.; 25-lb. kegs, 14%4c. per 100 Ibs.; 
12%-Ib. kegs, i4%%e. per 100 lbs. 
Dry Paste.—In barrels, 6c. per lb. 
Shellac.—(4-lb. goods) white, $3.75 
per gal.; orange, $3.50 per gal. 
English Venetian Red.—In barrels, 
3.50 to $6.75 per 100 Ibs. 
PREPARED ROOFING.—Prices_ un- 
changed, but manufacturers claim pres- 
ent figures are unprofitably low; de- 


mand very active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.85 per 


best tale surfaced, $2.20 per 
medium tale surfaced, $1.50 
light tale surfaced, 95c. 
red rosin sheathing, $72 


square; 
square; 
per square; 
per square; 
per ton. 


PYREX OVEN WARE.—Early fall 
business excellent. November and De- 


cember will be better than ever this 
year. 
We quote from jobbers’ stocks, 
f.o.b. Chicago 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
Casseroles. — Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 183, $12 
doz.; No. 184, $14 doz. 


Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Nursing Bottles.—Narrow neck, flat 
shape and wide mouth, 4-oz. (nar- 
row nec only), 80c. per doz.; all 
styles, 6-oz., $1.60 per doz.; 8-oz., $2 
per doz.; 10-0z., $2.40 doz. 

Pie 120 daa. No 202, $6 doz.; No. 
203, $7.20 doz.; 209, $7.20 doz. 

Tea Pots.—2 Bl $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

REFRIGERATORS. — Leading 
facturers report that they are sold up 
for 1924. Dealers will make no mis- 
take by placing their orders now with 
jobbers; jobbers’ stocks are limited. 

ROLLER SKATES.—Fall demand ex- 
ceptionally heavy; satisfactory volume 
of business is being placed for spring 


manu- 


delivery. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union Boys’ skates, 


$1.55 pair; girls’, 


$1.65 pair; Chicago 
boys’, $1.45 pair, 


y girls’; $1.55 pair; 
Chicago rubber tired, boys’, $2.75 
pair, girls’, $2.85 pair. 

ROPE.—Orders have started to come 

in for early 1924; current ‘sales fair; 

manila rope considered a favorable pur- 
chase at the low prices recently estab- 
lished. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality manila 
rope, standard brands, 154c. per Ib.; 


o. 2 manila rope, 14%c. per Ib. base; 


No. 1 sisal rope, highest quality, 
Standard brands, 13 %c. per lb. base; 
No. 2 sisal rope, standard brands, 


12%%c. per lb. base. 
SASH CORD—Fall sales good; de- 


mand continues active. 


We quote from_ jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.35 per doz. hanks; No. 8, $12 per 
doz. hanks. 


SASH PULLEYS.—Slight improvement 
in deliveries from factory noted; de- 
mand continues good. 
We 
f.o.b. 
60c. 


quote from jobbers’ stocks, 

Chicago: Common sash pulleys, 
doz.; barrels, 54c. doz.; Common 
Sense, barrels, 54c. 
doz. ; barrels, 53c. 
doz. 


SCREEN DOORS.—New prices on 
screen doors and window screens are 
the same as prevailed at the close of 
last season, but an advance over the 
early prices at which most of the or- 
ders were taken last year. Orders for 
future shipments plentiful. 


2-in., 60c. doz. ; 
No. 105, 57c. doz.; 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Screen Doors.—No. 266, 2-8 x 6-8, 
$23.15 doz.; No. 296, 2-8 x 6-8, $28.20 
doz.; No. 311, 2-8 x 6-8, $40 doz. 

Window Screens.—No. 1833, $5.30 
doz.; No. 2433, $6.50 doz. 


SCREWS. — Stocks ample; demand 
steady; large sale of new sizes for 
electrical work. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 80 per cent new list; round 
head blued, 78 per cent new list; flat 
head brass, 76 per cent new list; 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 


SLEDS AND COASTER WAGONS.— 
Demand for both items good; dealers 
urged to keep stocks in good shape. 


SNOW SHOVELS.—Market firm. Snow 
has been reported from several sec- 
tions. Stocks should be in retail stores 
in order to take care of emergencies. 


SOLDER AND BABBITT METAL.— 
Prices unchanged; strong market in 
tin and lead. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Warranted 50-50 sol- 


der, $27 per 100 Ib. medium 45-55 
solder, $26 per 100 Ib.; tinners 40-60 
solder $25 per 100 lb.; high speed 


babbitt metal, $20 per 100 lb.; Stand- 
a No. 4 babbitt metal, $11 per 100 
b. 


STOVE PIPE AND ELBOWS.—No 
price changes expected during the fall; 


HARDWARE AGE 


demand for current shipments extreme- 
ly good in volume; shipments prompt. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Stove Pipe. —30-gage, 6-in. nested 
blued nipe, $14 per 100 joints; 28- 
gage, $16 per 100 joints 26-gage, $18 
per 100 joints. 

Elbows. — 6-in. blued, corrugated, 
30-gage, $1.45 doz.; 38-gage, $1.60 doz. 

Coal Hods. —Galvanized, 17-in. $5.40 
per doz. 

Stove Boards. — Crystal, 33-in., 
$23.90 per doz. 

STEEL SHEETS.—Current prices of 
the Steel Corporation are confirmed for 
orders for delivery during the first quar- 
ter of 1924. Local stocks complete; 
sales continue active; prices here un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $6.35 per 100 Ib.; 28-gage 
black sheets, $5.20 per 100 Ib. 


TOYS.—Orders should be placed now 
for toys. Manufacturers at present are 
working to their capacity, and some of 
them are already sold up and cannot 
make any more deliveries this year. 
The dealer ordering now is insured 
complete shipments from jobbers’ stocks 
and keen interest is being shown. 

TRAPS.—Dealers’ stocks beginning to 
move; current business brisk; furs are 
high and demand excellent, which means 


and poultry 
nounced, 
future orders. 


WRENCHES. — Business 
prices unchanged. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Triumph No. 0, $1.52 
doz.; No. 1, $1.83 doz.; No. 1%, $2.75 
doz.; No. 2, $3.60 doz.; Triple Clutch, 
115X, $2.75 doz.; No. 215X, $4.88 doz.; 
Victor No. 0, $1. 65 doz.; No. 1, $2 
doz.; No. 1%, $3.05 doz.; No. 2, $3.97 
doz.; Oneida Jump No. es $2.38 doz.; 
No. 1%, $3.48 doz.; No. 2, $5.37 doz. 


WIRE GOODS.—Now that wire cloth 
netting prices are an- 
salesmen will be busy with 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.70 per 100 lb.; catch weight 
spool galvanized cattle or hog wire, 
$4.60 per 100 lb.; 80-rod spool galva- 
nized hog wire, $3.98 per spool; No. 9 
galvanized plain wire, $4.15 per 100 Ib.; 
polished fence staples, $4.25 per 100 
lb.; catch weight spools painted barb 
wire, $4.30 per 100 lb.; 12-mesh black 
wire cloth, $2.10 per 100 sq. ft.; 12- 
mesh galvanized wire cloth, $2.45 per 
100 sq. ft.; 14-mesh bronze wire cloth, 
$6.70 per 100 sq. ft. in 50-ft. rolls; 
galvanized before poultry netting, 
45-10 per cent discount; galvanized 
afte poultry netting, 45 per cent dis- 
count, 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent off list: Coes wrenches, 
40-10 per cent off; engineers’ 
wrenches, 25 per cent off; knife han- 
dle wrenches, 40-10 per cent off; 
Stillson, 60-10 per cent off; Trimo, 
60-7% per cent off. 


excellent; 


a lot of trapping. 


Retail Business Good in New England 
—Holiday Buying Comparatively Quiet 


(Boston office of HARDWARE AGE) 

SPORTS of a slowing up in business are perhaps a 
R little more frequent in the retail hardware market, 

but they are by no means plentiful. As a matter of 
fact, retail business in general is remarkably good, as is 
attested by the showing being made by the jobbing houses. 
Thanksgiving goods—such things as meat choppers, roast- 
ing pans, corn poppers, carving sets, etc.—are moving in 
larger volume throughout New England. 

Retailers as a rule are still indifferent to Christmas 
goods. The day apparently has passed when the retail 
trade as a whole does its Christmas shopping early. The 
tendency is to put it off as long as possible. There are 
many reasons advanced for this attitude among buyers, 
the most important being that Christmas merchandise 
ties up a lot of money, and also takes up a lot of room 


that otherwise might be devoted to active stock. This. 


year Christmas buying seems to have been put off later 
than usual, presumably because the retail trade has been 
too much occupied in making money. . Buying for imme- 
diate requirements continues active, according to the job- 


bing trade. During the first seven business days this 
BATTERIES.—There is an excellent We | 
stocks: 


market for dry batteries of the Co- 
of those moving over retail counters ey 
can be attributed to the growth of the 
radio. Jobbers say that never before 
in their history have they sold as many 


quote from Boston jobbers’ 


Sherwood aoe. See ~oeee, 
i new type, rubber tire disk wheels, 
lumbia type. A very large percentage ¢ YI eee tint. No $2. o0.10: No. 
34, $9.90; No. 38, $11; 
Discount to trade, 3314, as” cent. 
Kiddie Karts.—No. 
No. 302, $4.50; No. 
$6.50; No. 305, $8.50. 


303° $5. 50; No. 304 


month jobbers report gains over last year’s sales running 
as high as 22 per cent. But the average individual order 
placed with wholesale houses is small. The remarkable 
thing in the situation is the frequency with which the 
individual retail firm is buying merchandise. 

A movement is on foot in Boston to form what is to be 
known as a Hardware jChapter. The chapter is to be com- 
posed of retail hardware dealers and their clerks. Upon 
its formation, arrangements will be made for a course in 
salesmanship with one of the large local schools. Certain 
retail establishments heretofore have put their clerks 
through this same schooling, and it will be permissible 
for these clerks to attend the new classes and lectures 
free of charge. The cost to members of the new student 
body will not be burdensome. Mention is made of the 
proposed Hardware Chapter simply to show that in Bos- 
ton at least there are clerks anxious to improve them- 
selves as salesmen and to increase the profits of their 
firms. It is a big step forward in the right direction, 
and should be investigated by clerks in other sections 
of New England. 


CUTLERY.—Putty knives, all kinds of 
kitchen and bread knives, pearl handle 
and other styles of pocket knives and 
carving sets are leaders in the cutlery 
market, which is more active than at 
any previous time this quarter. 
Most retail dealers are ordering small 


No. 40, $12.35. 
$3.50 each; 
Discount, 33% 


° P ° cent. . 
batteries at this time of the year. Pexiddie Specials. —No. 101, $2.25 amounts of each article, but are work- 
each; No. $3; i We 103, $3.75; No. ing up a good assortment. There seems 


CARTS AND WAGONS.—There is, per- 104, $4565. ‘No. 
33%4 per cen 

Kiddie Pedal 
each; No. 155, 
per cent. 


haps, a slightly larger number of or- 
ders for carts and wagons going on 
jobbers’ books. The buying is for the 
holiday trade. 
certain that jobbers will carry over 
very little such stock. 


per cent. 


Kars. — No. 154, $6 


. Kiddie Koasters.— No. 705, $13.50, 
It now is reasonably list: No. 706, $15. 


_ to be a let up in the call for scissors 


and shears, but this condition of trade 
might be expected in view of recent 
sales, say jobbers. 

We quote from Boston jobbers’ 


Discount, 33% 


Discount, 33 % 


Kiddie Skooters. — No. 805, $6 list. stocks: 
Discount, 33% per cent. 


Straight Shears. — Universal line, 
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japanned, 6-in., $8 per doz. net; 6% 
in., $8.50° 7T-in. $%° Tle-in.. $9.55: a- 
in., $10.10; 9- hy $12. Nickel-plated, 
6-in., $9. 15; -in., $9.55; -in., 
$10.10; 7%-in., $10.75; 8-in., $11.15; 
2. "$14, Left hand, 7%-in., $13.80. 

nt Trimmers.—Japanned, 7-in., 
$9.5 3S: 8- — $10.75; 9-in., $13.55; 10- 


in., $16.9 
Barbers’ Shears. — Nickel - plated, 
$12 per doz. net; 8-in., $12.80. 


T%- -in., 
Scissors.—Pocket, 4-in., $8.35 per 
Embroidery, 


doz. net; 4%4-in., $8.65. 
3%-in.. $7.65: 4-in., $8.35. Lad 
5-in., $9; 


4-in., $8.35; 4%-in., $8.70; 

6-in.. $10.35. 
FOOD CHOPPERS.—Now is the time 
for all good housewives to make mince- 
meat for Thanksgiving and Christmas. 
Many retail dealers are putting this 
idea over big, and their activity is re- 
flected in the wholesale market. 


We from Boston 
stocks: 
Food Choppers. — Russell & Erwin 


quote jobbers’ 


line, No. 1, $27 per doz. list; No. 2, 
$33; No. 3, $42. Discount, 25 and 10 
per cent, 


GALVANIZED WARE.—Very good 
sales of ash sifters, garbage cans, ash 
barrels and similar lines of galvanized 
ware are reported both by wholesale 
and retail firms. The market for gal- 
vanized ware appears to have settled 
down on a firm basis. Comparatively 
few price changes were reported th2 
past month, whereas before that a re- 
adjustment of some sort was going on 
all the time. 


We quote from Boston jobbers’ 
stocks: 

Ash Cans.— No. 0180, $2.68 each, 
net; No. 190, $4.20 each list; No. 171, 
$3.50; No. 181, $3.88. 

Pails.—8-qt., $1.85 per doz. net; 10- ~ 


qt., $2.55; 12-qt., $2.80; 14-qt. pails, 40 


th. to dozen, $4.80; pails, 50 Ib. to 
doz., $6.20. 

Tubs.—No. 200, $12 per doz. net; 
No. 300, $13.25. 

Garbage Cans.—Dover line, No. 4, 
$1; No. 2, $1.40; No. 1, $1.68. 


Ash Sifters.—Favorite, $6 per doz. 
net; all wire, $8.40; No. 19, $3.65. 


Watering Pots. —4-qt., $6.85 per 
doz.; 6-qt., $7.50; 8-qt., $9; 10-qt., 
$10.25; 12-qt., $11.75; 16-qt., $14. 

Coal Hods.—Japanned, with wood 
handles, 15-in., $3.16 per doz.; 16-in., 
$3.40; 17-in., $3.75; galvanized, with 
wood handles; 15-in., $4.34; 16-in., 
$4.80; 17-in., $5.16; 18-in., $5.60 


GRINDING WHEELS.—Municipal and 
public school buying added to a natural 
demand from machine shops, etc., has 
given the market for grinding wheels 
a more active appearance than noted 
in some time. Prices are reported as 
steady and unchanged. 


M2 quote 
stock 

Grinding Wheels.—Norton Co. line, 
regular grains, 65 and 5 per cent dis- 
count; special No. 388 grain, 60 per 


from Boston jobbers’ 


cent discount: elastic, 45 per cent 
discount; crystolon, 60 per cent dis- 
count. 


HANDLES.—Axe and pick handles are 
in good request. Local jobbers’ stocks 
are gradually cleaning up well. 

We quote from Boston jobbers’ 
stocks: 

Handles.— Axe, 
ity, 28-in., 
$4.99; 32-in., 
per doz. net. 

HOUSE TRIMS.—New England manu- 
facturers of house trims are out with 
new lists which show slight reductions. 
Jobbers are adjusting their prices to 
correspond. 

IRON AND STEEL.—Cold rolled steel 
is 40 cents per 100 fb. cheaper, but 
jobbing prices on iron and steel other- 
wise remain as heretofore. Jobbers’ 
stocks are in better condition than they 


hickory, first qual- 
$6.75 per doz. net; 30-in., 
$4.99. Pick, 36-in., $7.67 
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have been in months, consequently no 
delays are reported in making ship- 


ments. The demand for iron and steel 
is very good for this time of the year. 
We quote from Boston jobbers’ 
stocks: 
Steel.—Soft steel bars, $3.51% per 
100 Ib: flats, $4.40: nlain cone-vete 
bars, $3.7644; deformed bars, $3.76%4: 
Popp angles, channels, beams 


3.6144; tire steel, $4.80 to $5. 15; open- 
hearth spring steel, $6.50 to $10; cruci- 
ble spring steel, $12; bands, $4.31% 
hoops, $5.80 to $6.30; cold rolled steel, 
$4.35 to $4.85; toe vealk steel, $6.15; 
plates, $3.61% to $3.86%. 

lron.—Refined bars, 3 51% per 100 
lb.; best refined bars, $4.75; Wayne, 
$5. 50; Norway, $6.60 to $7. 10. 

Differentials.—Quantity. lots of less 
than 1000 lb. of a size, 50c. per 100 Ib. 
extra; lots of 1000 to 1999 Ilb., 20c. 
extra. 





The United States Building 
Situation 
STANLEY TAYLOR, Di- 


e rector of Research of The 
Architectural Forum (New York), 
gives a preliminary forecast of 
the 1924 building situation in The 
Forum Bulletin, the new monthly 
publication of that widely known 
architectural journal. His fore- 
cast for 1924 is: 

A four billion dollar market. 

Buildings of better design and 
better construction. 

A studied elimination of cheap 
speculative building. 

The first year of real competi- 
tion among manufacturers of 
quality building materials and 
equipment. 

A year marking the reorganiza- 
tion of sales effort in the building 
field. 

A year in which the manufac- 
turer’s total volume of business 
will be in direct proportion to his 
intelligent merchandising effort. 

Finally, we predict that 1924 
will be a year in which many sales 
and advertising managers will 
lose their jobs because they have 
failed to recognize the difference 
between TAKE and GET orders. 

—Make It of Zine. 








LAMPS.—Gasoline lamps for hovse- 
hold, camp or cottage use are moving 
in good volume, both for immediate 
and holiday requirements. Jobbers’ 
stocks are in fairly good condition, but 
delays in shipments are reported on cer- 
tain numbers. 


We quote from Boston jobbers’ 
stocks: 
Lamps (Gasoline).—Coleman line, 


Quick Lite Lamp, Flemish bronze, $8 


net; brass fringed, $9; antique gold, 
$8 net each; gold fringed, $9.25. 
Bracket lamp, $6.75 net each. Quick 


Lite lanterns, $5.25 net each. 
MOPS.—Refiecting the new high prices 
for the season being hung up almost 
every day in the market for raw cot- 


ton, cotton mops have been advanced — 


10 per cent by manufacturer and job- 
ber. 

PYREX OVEN WARE.—Pyrex oven 
ware is moving out of jobbers’ stocks 
a little more freely, but sales are not 
as large as they were at this time last 
year or in 1921. 
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We quote from Boston jobbers’ 
stocks: 

Casseroles.— Round deep, 1-qt., 
$1.50 each; 1%-qt., $1.75; round, 
shallow 1 at.) S150: 1Y- 1t., Lh: 
round, individual. os. 70c.; round, 
standard, 1-qt., $1.50; 1%-at., $1.75; 
oval, shallow, beefsteak, l-qt., $1.50; 
af 2-at.. $1.75; —— standard, 1-qt., 

+14 ot 

Pudding Dishes. —Round, deep and 
round, standard, 1l-qt., 85c. each; 
1%-qt., $1; 2-qt., $1.20; oval, shallow 
and oval, standard, Zs ~at., 85c. each; ¢ 
144-qt., $1; 2-qt., $1.2 


Baking iohetah then, shallow, 9- 
oz., 40c. each; 12%-o0z., 55c.; 18%4-0z., 
60. Individual pie dish, round, 6- 
0z., 25c. each; 8-oz., 30c.; 12-0z., 40c. 

Pans.—Bread, 90c. and $1.50 each; 


biscuit, 85c. and $1.25; cake, round, 
.5e.: souare, $1 and $1. 50. 
Pie Plates.—Narrow rim, 75c. and 
90c. each; wire fiange, 50c. to $1.10. 
Custard Cups.—Round, 4-o0z., 20c. 
each; 6-02., 25c.; oval, 5-oz., 30c.; 
French pattern, 4-o0z., 20c.; 6-0z., 25c. 
Bean Pots.—Round top, $1, $1.75 


and $2.50 each. 
Terms. — Jobbers’ 
per cent off t.st. 


ROOFING MATERIAL.—Along with a 
remarkably good demand for house 
trims, roofing material of all kinds is 
selling well. New England after nu- 
merous dry months is beginning to ex- 
perience wet weather, and this fact, 
together with the nearness of the time 
when snow may be expected, mate- 
rially helps roofing material sales. 


terms are 33% 


We quote from Boston jobbers’ 
stocks: 

Roofing Paper.—Birds line, Univer- 
sal one-ply, $1.17 per roll; 2-ply, 
$1.50; 3-ply, $1.83. American Ready 
Roofing line, 1-ply, $1.78; 2-ply, $2.17; 
z -ply, ety Granitized, 2-ply, $1.78; 

$-ply, $2. 


Shingles.—Neponset, twin, $6.75 per 
square; American, twin, $4.75; Amer- 
ican four, asphalt, $4.75; Proslate, 
individual, $6. 

Wallboard.—Neponset, $35 per 1000 
ft American. * . 6 

Paper.—Bermico sheathing, $85 a 
ton; tarred felt, $61.50. 


SASH CORD.—Jobbers have made 2 
somewhat belated advance of 2 cents 
per lb. in sash card. They say manu- 
facturers adjusted their prices some 


time ago. The new prices follow: 
We quote from Boston jobbers’ 
stocks: 
Sash Cord.—Acme, No. 6, 57c. per 


Ib.; No. 7, 55c.; Nos. 8, 9, 10 and 12, 
54c.; No. 7, in 12 ft. coils, 55c. 
Sachem. No. 7. 50e. per Ib. Sampson 
spot, No. 7, 79c. per lb., Nos. 8 9 
and 10, 78c. 


SCREWS.—The market for screws for 
all kinds for screw machine products 
is steadily growing more active. Indi- 
vidual orders received, according to 
the wholesale trade, especially the big 
mill supply houses, are much larger 
than a month or two ago. Prices on 
standard lines remain firm and un- 
changed. More or less job lots of wood 
screws are in the market, however, but 
these usually are limited to a very few 
sizes. 


We quote from Boston jobbers’ 
stocks: : 
Wood Screws—Flat head, bright, 


75 per cent discount; flat head, blued, 
75 and 5 per cent discount; round 
head. blued, 72% per cent discount: 
flat head, brass, 70 ner cent discount; 
round head. brass, 67% per cent dis- 
count: flat head, galvanized, 57% per 
cent discount; flat head, nickel, 62% 
per cent discount; round head, nickel, 
62% per cent discount. . 

Machine Screws, Etc. — Machine 
screws, flat and round, hex. No. 1, 
2 and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. 2 and 3, 
40 per cent discount: No. 4 and 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
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45 per cent discount; fillister brass, 
Nos. 2, 3, 4, and larger, 35 per cent 
discount; coach screws. 45 per cent 
discount; set screws, including head- 
less, 50 and 10 per cent discount; can 
screws, square and hexagon, 50 and 
10 per cent discount; flat head can, 
20 per cent discount; fillister can, 33% 
per cent discount; lag screws, 40 per 
cent discount. 
SHOVELS.—There is a good demand 
for all kinds of snow shovels and 
scoops. Deliveries, according to job- 
bers, are fair. 


SNOW 
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No. 5, $8.50; racer, $6; Junior racers. 
$5. Discount 33% per cent. 
Speedaways.—No. 99, $22 per doz.; 
No. 100, $24; No. 150, $30; No. 200, 
$36; No. 250, $42, and No. 300, $50 
per doz. list. Discount 40 per cent. 
Speedster Sleds.—No. 340, $56 per 
doz. list; No. 345, $60; No. 350, $66; 
No. 355, $78. Discount 40 per cent. 
Framed.—No. 52, $19 per doz. list; 
No. 54, $29. Discount 40 per cent. 
Clipper.—No. 2, $18 list; No. 4, $24; 
No. 6, $30. Discount 40 per cent. 


SHOES AND SKIIS.—Both 
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No, 551, $54. Circle. $74.25; No. 510, 
$81. Motor boat, No. 575, $46.20, 
No. 580, $69.30. 
WATCHES.—There continues a won- 
derfully good demand for cheap 
watches. In fact, manufacturer and 
jobber are far behind on deliveries, and 
according to general report they are 
likely to continue so for some time. 
We quote from 3oston jobbers’ 
stocks: 
Watches.—Yankee, new model, $1.27 


manufacturers and jobbers have ad- 


each net: Eclipse, $1.90; Junior, $2.22; 


vanced prices on popular lines of snow 


Midget, $2.22; Ingersoll, radiolite dials, 


— ee eS eee pe ° ~ Yankee, $1.90; Eclipse, $2.50; Midget, 

” Snow Sh = handle steel shoes and skiis approximately 5 per $2.70; jeweled models, Waterbury, 
now Shovels.—Long handle steel, i Thi $3.15 bk ala” Shite cnek: 

$5.50 per doz. net; steel.D handle, $6; cent. is advance comes at about at $4 PP greece: gold-filled $6.30: 

split wood D handle, $6.50; Massa- the height of th wholesal : ceils ro 20 each, Se, (S010: 

chusetts long handle, $8.75; Massa- s “ , aes ny New Haven, Buddy, $1.05 each. 

chusetts D handle, $9. piscieratiy WRENCHES.—Jobbers report sizeable 


Fire Shovels. — Japanned, No. 54, 
72c. per doz.; No. 86, 84c.; No. 80. 
60c. Galvanized, No. 254, 78c. per 
doz.; No. 256, 94c. 


SIDEWALK CLEANERS.—-While not follow: 


exactly active, the market for sidewalk We quote from 


cleaners is more so than it was last stocks: 


year at this time. Retail stocks, gen- 
erally speaking, are small. 

We quote from Boston jobbers’ 
stocks: 

Sidewalk Cleaners. — No. 6 shank, 
$510 per doz.; No. OSC. $8.70; No. 
SW, $7.10; No. 3%, $10, net. 

SLEDS.—Great activity is noted in the 
sled market. Jobbers say they cannot 
get enough sleds to fill orders, and re- 
tail dealers in a great many cases are 
demanding immediate shipments. Goods Pre an 
are shipped out by jobbers as fast as Play 


$4.80 per doz; 


Tree Tanglefoot.—In 1 lb. cans, 
5 Ib. cans, $22: in in., $15 a doz.; 8-in., $18; 10-in., 


10 lb. cans, $42; in 25 lb. cans, $96. 


TOYS.—Although the average retail $48; 21 in., $58 


We quote from 


Toys. — Tail-O-Wags, No. 


TREE TANGLEFOOT.—The market bookings for 10-in. wrenches put up in 
for tree tanglefoot is higher, about 7% 
per cent on the average. Revised prices This scheme was tried out last year 


Christmas boxes for the holiday trade. 


about this time and was a success. 


Boston jobbers’ We quote from Boston jobbers’ 


stocks: 
Knife and Steel Handle —Coes, 6- 


$22; 12-in., $28; 15-in., $38; 18-in., 


Key Model.—Coes, 28-in., $18 each; 


dealer is not ordering holiday goods, 26-in., $38; 48-in., $84. Discount of 
there is and has been a good market 
for wood toys of all kinds and makes. 
Orders taken from day to day stipulate 
early shipment, but jobbers, due to a 
lack of goods, have had to hold up 
shipments of certain things. 

Boston jobbers’ 


40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches. — Stillson, 60 per 
cent discount; Trimo and Walworth, 
60 per cent off list. 

Miscellaneous — Drop forged 
wrenches, 62% per cent discount; 
Westcott, 25 per cent discount; agri- 
cultural wrenches, 50 and 10 per cent 
off list. 

We quote f.o.b. factory: 

Snap-on Wrenches.—No. 101, Mas- 
net; No. 430, ter Service Set, $15.25; No. 202, 


i 420, $8.80 per 
received from the manufacturers. $13.25: No. 440, $16. Wheelbarrows, Heavy Duty Set, $8; No. 404, Uni- 

We quote from Boston jobbers’ No. 615, $19.80. Sand wagons, No. versal Socket Set, $7; No. 505B. 

stocks: 600, $16.50. Hay wagons, No. 610, Screw Driver Set, $3.40. All Snap-on 


Sleds.—Flexible Fliers, No. 1, $3.75; 
No. 2, $4.50; No. 3, $5.75; No. 4, $6.25; 


$18.20. Foot Racers, 


Rock-A-Tot, No. 475, $45. Seesaw, 


No. 450, $16.50. Wrenches less 40 per cent f.o.b. Mil- 


waukee. 


Steel and [ron Output Slumps in Pittsburgh 
—Hardware Market Sluggish 


(Pittsburgh office of HARDWARE AGE) 

N our report of last week in HARDWARE AGE, we made 
| reference to some contracts for sheets and wire nails 

being placed in this country by Japan. Details of 
these orders have since been made public, and they show 
that the American Sheet & Tin Plate Co. of this city has 
taken contracts for 13,000 tons of black sheets and 7,000 
tons of galvanized sheets for Japan, while the Pittsburgh 
Steel Co., a large maker of wire and wire nails, has taken 
a contract for 20,000 kegs of wire nails and the Youngs- 
town Sheet & Tube Co., of Youngstown, Ohio, has taken 
40,000 kegs of wire nails, all for Japan, these sheets and 
nails to be used in rebuilding work in the devastated area 
in Japan caused by the recent terrible earthquake. This 
is only a beginning of orders that are expected to come 
here from Japan for all kinds of steel supplies for use in 
rebuilding, and for the next several years. 

The steel trade does not present much that is new this 
week. Figures just issued, show that there is a constant 
decline in output of pig iron and steel products, due to the 
falling off in demand, both from consumers and jobbers. 
The output of pig iron in October was 3,149,158 tons, com- 
pared with 3,125,512 tons in September, which, however, 
was only a thirty-day month, so that the average rate of 
production last month was less than in September. In 
other words, the loss of output in pig iron per day last 
month was 2598 tons as compared with September. The 
output this month will be considerably less than in Octo- 
ber, as this is a thirty-day month, and the loss of one 
day’s output is heavy. The daily capacity of the 245 
blast furnaces in this country that were in operation on 


Nov. 1 was 99,030 tons, as compared with 102,100 tons 
per day for the 255 furnaces that were running on Oct. 1. 
The output of semi-finished steel in the shape of billets 
and sheet bars for this month will show a falling off as 
compared with October. 

Prices on pig iron continue to,decline, basic having gone 
off 50 cents per ton in the past week, Bessemer and No. 
2 foundry also being about 50 cents lower. There is not 
much new demand for iron, and more furnaces will go 
out of blast before this month is out. 

The real price feature of the week was the announce- 
ment by the American Sheet & Tin Plate Co. that it had 
reaffirmed for the first quarter of 1924, its present prices 
on sheets and tin plate, this action having been expected 
by the trade. Prices on sheets as reaffirmed are 3.85 
cents for 28 gage black and 5 cents for the same gage 
galvanized. However, these prices have been slightly 
shaded by some mills recently, 3.75 cents on black and 4.90 
cents on galvanized having been done. The large sheet 
mills are reported as firmly holding to regular prices. 

The railroads are still buying actively, orders placed in 
the past week having included 1000 hopper cars for the 
Baltimore & Ohio, while other roads are in the market 
for 5000 cars or more. Rails are also active, the Pennsyl- 
vania Railroad having just bought its allotment for 1924, 
said to be close to 200,000 tons. The (Carnegie Steel Co. 
of this city has just received an order from the Baltimore 
& Ohio for 8000 tons of tie plates, track bolts, splice bars 
and other track equipment. Two other roads bought in 
the past week about 40,000 tons of rails, and another road 
has an inquiry out for 35,000 tons. 
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The Ford Motor Co. some time ago announced that it 
meant to put itself in position to make everything that 
enters into the manufacture of its cars, and it is rapidly 
getting into shape to do this. The company is now fig- 
uring on the building of an immense steel plant in the 
Detroit district to make its own sheets, and all other steel 
products used in the manufacture of the Ford and Lincoln 
cars and the Ford tractors. The company has an inquiry 
out for about 25,000 tons of structural steel for the new 
plant, and it is likely that some low prices will be named 
on this tonnage, as it is very desirable work. This is the 
largest single inquiry for structural steel that has come 
in the market in a long time. 

With shipments of the steel mills still considerably in 
excess of new orders coming in, it does not seem likely 
that prices can be any higher while this condition lasts, 
the chances favoring a lower market on some steel 
products between now and the first of the new year. Con- 
sumers and jobbers are still buying cautiously, confining 
new orders to small lots for early needs. The close of the 
year is near at hand, this being stock taking and repair 
period, and this will have its influence in restricting new 
buying to actual needs. As we have stated before, the 
steel market is not like!y to show much change one way or 
the other until after the close of the year. There will be 
further restriction of output and operations, possibly some 
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slightly lower prices on a few items, but in general the 
situation is likely te be at the end of the year practically 
what it is now. 

Nothing of real interest to note this week in the hard- 


ware trade. The volume of new business is fair, but 
November sales will not be as large as last month with 
some jobvers and retailers. The latter, on the advice of 
their jobbers, are buying goods cautiously, believing that 
prices on some of the staple lines of hardware may be 
lower at the first of the new year than now. 

The new buying in holiday goods has been active, but 
consumers have not yet started in earnest to purchase 
holiday goods. The real holiday buying is expected to 
start very early in Decemter, and retailers have good 
sized stocks and are ready for it. Holiday buying this 
year is expected to be more and more for the really useful 
gifts, and sales of electrical goods for the home are 
already quite good. Local makers of washing machines 
are getting good orders, as the modern housem~id looks 
with disdain on a prospective place in any home that ‘is 
not equipped with all the modern laundry conveniences. 
It is the expectation of the wholesale and retail hardware 
trede that December will be a big month, but no imgortant 
changes in prices are likely to be announced until after the 
turn of the year. Collections are not as satisfactory as 
could be desired. 





AXES.—New demand has fallen off 
some, but it is said that prices are hold- 
ing firm. Makers are still behind in 
deliveries to some extent. 

We quote from jobbers’ 
f.o.b. Pittsburgh, as follows: 

First grade, single bitted axes, 
handled, ,$19 per doz.; unhand'ed, $15 
per doz.; double bitted axes, handled, 
$24 per doz.; unhandled, $20 per doz.; 
second grade axes, single bitted, 
handled, $17.50 per doz.; unhandled, 
$14.50 per doz.; double bitted, han- 
dled, $21 per doz.; unhandled, $18 per 
doz. 


BOLTS AND NUTS.—Demand is re- 
ported a little better, but there is far 
from enough business going to give the 
makers full'work. As a result, prices 
are still being more or less shaded. It 
is said some large business is in sight 
from the car and automobile builders, 
but it is very slow in coming out. The 
prices named below are being shaded 
on desirable orders by most makers. 
Discounts on nuts and bolts, and prices 
on rivets in large lots are as follows: 


Machine bolts, small, rolled threads, 
60, 10 and 10 per cent off list. Ma- 
chine ‘bolts, all sizes, cut threads, 60 
and 10 per cent off list. Carriage 
bo'ts, 3% x 6 in.: Smaller and shorter, 
rolled threads, 60 and 10 per cent off 
list. Carriage bolts, cut threads, all 
sizes, 60 per cent off list. Lag bolts. 
65 and 10 per cent off list. Plow 
bolts, Nos. 1, 2 and 3 heads, 50 and 


stocks, 


10 per cent off list; other style 
heads, 50 per cent extra. Machine 
bolts, c.p.c. and t. nuts, % x 4 in., 


50 and 10 per cent off list; larger 
and longer sizes, 50 and 10 per cent 
off list. Hot pressed square or hex, 
nuts, blank, 4.25c. off list. Hot 
pressed nuts, tapped, 4.25c. off list. 
C.p.c. and t. square or hex nuts, 
blank, 4c. off list; c.p.c. and t. square 
or hex. nuts, tapped, 4c. off list. 
Semi-finished hex nuts: in. and 
smaller, U. S. S.. 80 and 5 ner cent 
off list; % in. and larger, U. S. S., 
75 and 5 per cent off list; small sizes, 
S. A. E.. 80. 10 and 5 per cent off 
list; S. A. E., 5 in. and larger, 75, 
10 and 5 per cent off list. Stove bolts 
in packages, 75. 10 and 5 per cent off 


list. Stove bolts in bulk, 75, 10, 5 
and 2% per cent off list. Tire bolts, 
60 and 10 per cent off list. Bolt ends 


with hot pressed ‘nuts, 69 and 5 per 
cent off list. Turnbuckles, with 
ends, % in. and smaller, 55 and 5 
to 50 per cent off list. Turnbuckles, 
without ends, % in. and smaller, 70 
and 10 to 65 and 5 per cent off list. 
Washers, 5c. to 5.25¢e. off list. Cap 
and set screws: Milled square and 


hex. head cap screws, 70 per cent 
off list; milled set screws, 70 per cent 
off list; upset cap screws, 75 and 10 
per, cent off list; upset set screws, 75 
and 10 per cent off list; milled studs, 
50 and 10 per cent off list. Rivets: 
Large structural and _ ship _ rivets, 
base, per 100 lb., $2.75 to $2.85; small 
rivets, 65 and 10 to 70 off list. 
CUT NAILS.—Makers of both steel 
and iron cut nails have reduced prices 
10 cents per keg, but this reduction 
was being quietly made by the makers 
for some time. We now quote steel 
and iron cut nails at $3.15 base, f.o.b. 
maker’s mills in car load lots, an ad- 
vance of 10 cents per keg being 
charged for less than car lots. The 
demand is not very urgent. 


IRON AND STEEL BARS.—The de- 
mand for both iron and steel bars for 
some time has been quiet, and only for 
small lots to meet current needs. In 
spite of the fact that all the mills are 
badly in need of business, prices are 
holding quite firm. Prices named be- 
low are for large lots, the usual ad- 
vances being charged by the jobbers 
and from warehouse stocks for small 
lots. 

We quote soft steel bars. rolled 
from billets. at 2.40c. base; bars for 
cold-finishing of screw stock analy- 
sis, $3 per ton over base; reinforcing 
bars, rolled from billets, 2.40c. base; 
refined iron bars, 3.25c. base, in car- 
load lots or more, f.o.b. Pittsburgh. 


COLD FINISHED STEEL BARS AND 
SHAFTING.—Effective from Nov. 1, 
maker’s reduced prices on cold rolled 
steel bars and shafting $5 per ton, this 
reduction to apply on unfilled contracts 
and also on old orders. The market is 
now quotable at 3 cents per lb. at mill 
in large lots, an advance of 25 cents per 
100-Ib. being charged for small lots, 
all f.o.b. Pittsburgh. The demand from 
the automobile builders is quite active, 
but from general consumers is light. 

SHEETS.—Last week the American 
Sheet & Tin Plate Co. reaffirmed pres- 
ent prices on sheets of all grades for 
delivery in second quarter of 1924. 
These prices are 3.85 cents for No. 28 
gage black, and 5 cents for the same 
gage of galvanized, all in car load lots 
at maker’s mills, f.o.b. Pittsburgh. For 





some time these prices have been 
shaded not over $2 per ton by a few 
mills. Operations of sheet mills are + 
falling off as there is not enough new 
business to give all the mills full work. 


STEEL PIPE.—The demand for the 
larger sizes of pipe is reported to be a 
little better, but for some time ship- 
ments by the mills has been in excess 
of new business. The demand for butt 
weld sizes is still quite heavy, and all 
the mil!s are still behind in deliveries 
from four to six weeks. Prices are 
firm, and for small lots from stock are 
as follows: 



























































Black Galv. Black Galv. 
%R....$3.39 1....$7.18 $ 9.31 
ee | | Se 1%.. 9.71 12.59 
%.... 3.36 $35.50 1%. .11.60 15.05 
3H.... 4.17 5.43 2..00-85.61 20.25 
%.... 5.12: 6.56 21%. .24.68 


Above prices per 100 ft. f.o.b. Pittsburgh. 


TIN PLATE.—The American Sheet & 
Tin Plate Co. and the independent mills 
have reaffirmed the present price of 
$5.50 per base box at mill, for delivery 
in second quarter of 1924, The Ameri- 
can Sheet & Tin Plate Co. has taken an 
order for 200,000 base boxes for de- 
livery this year. This order was first 
taken by another mill, but as this mill 
is closed down for repairs, it was taken 
by the above named interest. All the 
tin plate mills are filled with orders for 
the remainder of this year. 


WIRE PRODUCTS.—There is a fair 
run of orders, made up mostly of small 
lots to meet current needs. There is 
no disposition on the part of jobbers or 
consumers to anticipate their needs. 
Prices are reported firm. 

Jobbers quote retail 
stocks as follows: 

Wire nails, $3.40 to $3.50 base per 
keg; galvanized, 2-point cattle wire, 
3.38 per spool; galvanized, 2-point 
hay wire, $3.63 per spool; galvanized, 
4-point cattle wire, $3.60 per spool; 
galvanized, 4-point hay wire, $3.90 
per spool; No. 9 annealed fence wire, 
$3.30 per 100 Ilb.; No. 9 galvanized 
fence wire, $3.90 per 100 lb.; woven 
wire fencing, 63 per cent off list. All 
the above prices on spools are for 
80-rod. 


trade from 
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Cold Weather Stimulates Ohio Sales | 
—Prices Steady —Specials Moving 


(Cleveland office of HARDWARE AGE) 

ONTINUED cold weather has stimulated retail sales 
Fall goods have moved 
actively. Jobbers report heavy sales in cutlery, elec- 
trical goods, Pyrex ware, alarm clocks, ice skates, and 
kindred hardware items suited for holiday campaigns. 
Pick-up business is very brisk in Cleveland and Toledo, 
and southern Ohio stores are buying well assorted stocks. 
Discussion of price movement very limited. 
do not appear to expect anything drastic. 


C generally throughout Ohio. 


ACCESSORIES AND TIRES.—The re- 
ported decrease in tires could not be 
confirmed in the local jobbing market. 
Cleveland jobbers are not looking for 
any price movement. Deliveries have 
been good. Tire sales are moderately 
brisk.* General accessories are moving 
fairly well. Winter specialties such as 
radiator covers, tire covers, and heaters 
are in active demand. Skid chains are 
attracting attention. Stocks generally 
appear well balanced. 


We quote from jobbers’ stocks, f.o.b. 
Cleveland: Millers Falls, No. 145 
. s, $4.75; tRehable jacks, No. I 
$2.33; No. 2, $3.33, in lots of 12; Derf 
spark plugs, 96c. each for all sizes in 
lots of less than 50; Champion X 
spark plugs, 35c. each for less than 
100 and 43c. each for over 100; Cham- 
pion regular, 53c. each for less than 
100, all sizes; 50c. each for over 100; 
og jacks, No. 00, _ $1; No. 1, 
$1.25; Nos. 2 and 3, $1.7 

Snap-On Wrenches, ie. "101, Master 
Service sets, $15.25 each; No. 202 
Heavy Duty sets, $8 each; No. 404 
Universal Socket sets, $7 each; No. 
505 B, Screw Driver sets, $3.40 each. 
Less 40 per cent on all Snap-On 
w.ienches 1.0.b. Muwaukee, Wis. 


ALARM CLOCKS.—Stocks are im- 
proved slightly; higher priced models 
may be obtained in small lots; very ac- 
tive demand; holiday trade expected 
to far exceed supply; prices steady. 
AXES.—Demand increasing somewhat; 
stocks good; prices holding; retail sales 
fair. 

Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $19 per doz.; unhan- 
dled, $14.50 per doz.; double bitted, 


hanales, *’4.90 per doz.: unhandled, 
$20 per doz. 


BOLTS AND NUTS.—Leading manu- 
facturers have adopted new lists effec- 
tive Nov. 1, covering stove and sink 
bolts. The principal changes in the 
old list are the elimination of the % in. 
lengths over 3 in. and an advance in 
the list on the longer lengths. Oven 
bolts, oval head countersunk stove bolts 
and band bolts are quoted 10 per cent 
higher. Discount on flat and round- 
head stove bolts is unchanged. Gen- 
eral stocks are fair; demand moderate- 
ly active. 


Jobbers quote f.o.b. Large machine 
bolts. cut thread, 5 per cent off list; 
small, rolled thread, 50 and 5 per cent 
off list; carriage bolts, large and 
small, cut thread, 45 per cent off list; 
stove bolts, 75 and 5 per cent off list: 
hot pressed nuts, $3.25 off list. 


CUTLERY.—Dealers are buying in this 
department for holiday sales. Scissors, 
p cket cutlery, razors, manicuring sets 


Jobbers 


The consensus trade. 


and table cutlery with carvers are very 
active. Stocks fair; prices firm. 
EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales more active; stocks satis- 
factory; prices holding. 


Cleveland jobbers quote as follows 
for 500 ft. and over, delivery in cen- 
tral territory: Galvanized conductor 
pipe, 66 per cent off list; galvanized 
eaves trough 174% per cent off list; 
ridge roll, 74% per cent off list; 
round and corrugated conductor fit- 
tings are 65 per cent off list, f.o.b. 
Cleveland or factory, and square cor- 
rugated fittings, 50 per cent off list. 

FOOD CHOPPERS.—Dealers in farm- 
ing sections report heavy sales on 
sausage stuffers and choppers. Gen- 
eral demand brisk; stocks ample; prices 
very steady. 

Food Choppers.—No. 5, $3.25 each; 
No. 10, $5.50 each; No. 22, $8.75 each; 
No. 32, $10.50 each; No. 22P, $13 each. 

Sausage Stuffers.—No. 15, $9 each; 
No. 25, roy No. 31, $11.50 
each; No. 35, $12.50 each. 

These prices are list subject to 
dealers’ discount of 25 and 7% per 
cent. 

GALVANIZED WARE.—Sheet market 
reported weak; prices on finished prod- 
uct firm; stocks appear ample; demand 


consistent. 

Jobbers quote f.o.b. Cleveland: 
Galvanized tubs with wringer attach- 
ment, No. 1, $6.75 to $7 per doz.; No. 

, $7.50 to $7.75 per doz.; No. 3, $8.65 
= $9 per doz.; heavy tubs, No. 1, 
— 75 per doz.; ‘No. 2, $15.50 per doz.; 


3, $17.25 per doz. : > bails, 10-qt., 
ny 25 per doz.; 12-qt., $2.50 per doz.; 
14-qt., $2.75 per doz.; 16-qt., $3.25 


per doz. 
GAME TRAPS.—Sales very much 
improved; consumer demand heavy; 
city trade small, but out-of-town deal- 
ers are buying well; prices holding; 
stocks ample. 

Cleveland jobbers quote f.o.b. as 
follows: Game Traps, Victor, No. 0, 
$1.65 per doz.; No. 1, $2 
No. 1%, $3.05 per doz.; y 

per doz. Jump traps, No. 0, 
per doz.; No. 1, $2.38 per doz.; No. 
14, $3.48 per doz. Compact, 
petitive grade, $1.45 per doz. 





Likes “Signposts to Success” 


“Hardware Age 
“New York, N. Y. 
“Gentlemen :— 

“Permit us to commend the ar- 
ticle ‘Signposts to Success’ in the 
Oct. 25 HARDWARE AGE for 
‘as a man thinketh in his heart 
so is he.’ 

“Yours truly, 
“The Peck Co., 
“St. Johnsbury, Vt.” 











of opinion on prices in this territory is that present hard- 
ware prices compare favorably with other commodities 
and are not excessively high. 
jected to some shading of % cent. 
market is very steady. 

Retailers generally express complete buying confidence 
and are working on the program of keeping up adequate 
though not heavy stocks. 
slightly due, it is thought, to labor trouble in the paint 
Collections are satisfactory. 


Manila rope has been sub- 
Otherwise the local 


Paint sales have slumped 


GARDEN TOOLS AND HOSE.— 
Futures very satisfactory; many large 
orders being placed for spring delivery. 


Jobbers quote f.o.b. Cleveland: Little 
Giant, grass scythes, $16 per doz.; 
bush and weed scythes, $16.50 per 
doz.; Derby and Ball snaths (grass), 
$12.50 per doz.; bush snaths, $13.50 
per doz. 


GASOLINE LAMPS AND _ LAN- 
TERNS.—Sales heavy; prices. un- 
changed; stocks seem adequate; out- 
of-town demand particularly brisk. 


Cleveland jobbers quote Colema 
lanterns as follows: CQ-329, $6. 33 
per doz.; CQ 318, $1 per doz.; LQ-327, 
$5.25 per doz. 

ICE SKATES.—Indoor rinks being 
opened in the bigger towns and cities; 
business from this source small, but 
noticeable; wholesale demand fairly 
heavy; prices steady; stocks considered 
light with shortages expected in 
December. 

Cleveland jobbers quote as follows: 
Ice skates, screw clamp model, men 
or women, No. 1624, 75c. per pair; No. 
162414, nickel plated, $1.10 per pair; 
No. a hardened and _ polished 
runners, $1.35 per tr: No. 1924%, 
flanged runners, $2. per pair. 

Ice skates, hockey ohel, for men, 
No. 524%, $1.10 per pair; for women, 
No. 524%L, $1.35 per pair; polished 
and hardened runners, for men, No. 
424%, $1.45 per pair; for women, No. 
424144L, $1.75 per pair; with flanged 
runners, for men, No. 924%, $2.80; for 
women, No, 924%L, $3.30 per pair. 


NAILS AND WIRE.—Stock conditions 
much improved; deliveries fairly 
prompt; prices holding firmly with good 
strong demand. Mills are catching up 


on production, 

Cleveland jobbers quote as follows: 
Nails, less than carload lots, stock 
shipments, $3.60 per keg; No. 9 gal- 
vanized wire, $2495 per 100 Ib.: No. 9 
annealed wire, $3.50 per 100 Ib.: and 
cement coated nails, $3.25 per 100 Ib. 
Polished staples, $4.05 per 100 Ib.; 
galvanized staples, $4.50 per 100 Ib. 
Miscellaneous nails, 70 per cent off 


list. Cut nails, $4 per keg. 
Wire brads, 70 and 10 per cent off 
list. 


PYREX GLASSWARE.—Jobbers re- 
port heaviest sales in three years; holi- 
day trade expected to be very large; 
factory shipments fair; prices steady. 
Retail business said to be unusually 


good. 
Jobbers’ quotations f.o.b. Cleveland: 
LIST PRICES.—Subject to discount 
of 33'/, per cent. 
Casseroles.—Round mene’. No. 
167, age No. 168, $1.75; 169,, 
No. 170, $2.50 each. 
"beens and Biscuit Pans.—No. 212, 
$0.90: No. 214, £1.50 each 
Cake Pans.—No. 231, $1; No. 221 
(round), $0.90; No. 809, $1 each. 
Pudding Dishee —No 450. $1.25; No. 
463, $0.60; No. 464, $0.85 each. 
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Pie ane No. 202, bo 75; No. 203, 
$0.90; No $0.90 ea 
Custard Sichdne ne 922, $0.25; 
423, $0.20 each, 
Tea Pots.—No. 12, $2.50; No. 14, 
$3; No. 32, $2.50; No. 34, $3; No. 22, 
$2.50; No. 24, $3 each. 
ROLLER SKATES.—Orders easing off 
somewhat; stocks light, prices quoted 
subject to delivery prior to Dec. 1, 1923. 
Jobbers’ quotations, f.o.b. Cleve- 


Roller pion, Nos. 4 and 5, $1.50 


per pair; No. 6, $1.60 per pair. 

ROPE.—At the present time reports 
indicate that prices quoted here may 
be shaded %4 cent on manila. This is 
thought to be only a temporary con- 
dition unwarranted, it is said, with the 
present cost of raw material and manu- 
facture. Local jobbers anticipate 
stiffening of rope prices before the first 
of the year. 


Cleveland jobbers quote the best 
grades of manila rope, 16%c. per Ib. 
for mill shipments; 1l17c. per lb. for 
stock shipments; second grade, 154c. 
per lb. for mill shipments; sisal rope, 
best grade, 14%c. per lb. for mill 
shipments and 15%c. for stock ship- 
ments. Second grade, 13%c. 


SASH WEIGHTS.—Jobbers continue 
to quote $55 for stock shipments and 
$50 for factory shipments on sash 
weights 3 to 29 lbs.; demand fair; 
stocks ample. 


SCREWS.—With the exception of wood 
screws stocks are ample; prices firm; 
general demand fairly active; wova 
screws hard to get. 

Jobbers quote wood screws as fol- 
lows, f.o.b. Cleveland: Flat head, 
bright. 75.5, 5 and 5 )_per cent off list; 

_round head, blued, 75, 5, 5 and 5 per 
cent off list: round head nickeled, 65. 
5, 5 and 5 per cent off list, and round 
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head, 
list. 


SNOW SHOVELS AND SCRAPERS. 
—Jobbers making deliveries now on 
orders received last June; pick-up 
business coming in briskly; stocks very 
light; prices holding. Jobbers advise 
prompt attention to this line, to avoid 
shortages. 
Cleveland jobbers quote f.o.b. as 
follows: 
Snow shovels, galvanized, No. 33, 
$10 per doz.; No. 34, $11 per doz.; 
No. 36, $13.50 per doz. Toy size gal- 


vanized snow shovels, $2.65 per doz. 
Snow shovels, wooden, No. 3, $4.25 


brass, 70, 5, 5 and 5 per cent off 


per doz.; No. 20, $6 per doz.; No. 8, 
$6 per doz. 

Sidewalk scraper, heavy blade, 
socket type, $8.25 per doz.; Shank 
pattern, $8 per doz.; riveted blade 
pattern, $6.75 per doz. 

Sidewalk scrapers, competitive 
grade, $5 per doz. (smaller). 


SILVERWARE.—Heavy demand con- 
tinues to increase; stocks will be tight 
next month, it is said; prices holding; 
stocks light among wholesalers; de- 
liveries fair. 


STOVE PIPE AND ELBOWS.—De- 
mand showing increases with lower 
temperature. Dealers request prompt 
shipment suggesting light retail stocks. 
Jobbers have fair stocks; prices hold- 
ing. Shortages are not expected. 


Cleveland jobbers quote as follows: 

Stove pipe nested blue, 28-gage, 
+ 40 per 100 j.; 26-gage, $19.20 per 
00 i. 


Elbows, 6 in., blued, corrugated, 
28-gage, $1.55 per doz. 

Coal hods, galv., 17 in., $5.25 per 
doz. for open models. Same _ size 


closed with funnel, $6.50 per doz. 
Stove boards, Crystal, 33 in., $20.25 
per doz. 


WEATHERSTRIPS.—Very active line; 
stocks appear adequate; prices un- 
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changed; door. strips particularly 


active. 


Cleveland jobbers are quoting: 

Window glass, first three brackets, 
single A and B, 86 per cent off list; 
over three brackets, same grades, 84 
per cent off list. Both sizes double 
A and B, 87 per cent off list. 


Light, single and double, 80 per 
cent off list. 
Single AA paper wrapped, 82 per 


cent off; double AA paper wrapped, 
84 per cent off list; lights, AA paper 
wrapped, 80 per cent off list. 
Putty, pure, in 12%-lb. lots, $6.75 
per cwt.; in 25-lb. kegs, $6 per cwt.; 
in 100-Ib. lots, $5.50 per cwt. Com- 
mercial grade, in 12%-lb. lots, $4.75 
per cwt.; in 25-lb. lots, $4.25 per cwt.; 
in 100-lb. lots, $3.75 per cwt. Glaziers’ 
points range from 20 to 22c. per Ib. 
WINDOW GLASS.—Colder weather 
has stimulated retail sales, especially 
in small size panes such as used for 
cellar windows. Wholesale market ac- 
tive. Replacement business generally 
very heavy. Buildings partially con- 
structed will need large orders of glass 
according to reports. Business expected 
to keep up strong for the remainder 


of the year. Stocks satisfactory. 
Cleveland jobbers’ quote f.o.b. as 
follows: 


Bosleys weatherstrip, window, all 
felt No. 2, $2.25 per 100 ft.; No. 3, 
$2.60 per 100 ft.; No. 4, $3 per 100 ft. 

Protecto window, metal, strip (zinc 


coated steel), Nos. 0336 and 0342, 
$2.25 per 100 ft. : 
Door strips, Nos. 0536 and 0542, 


$3 per 100 ft 


WINDOW VENTILATORS. — Sales 
very heavy; better than for two pre- 
vious years; stocks ample; prices very 
firm. 
Jobbers quote f.o.b. Cleveland: 
Window ventilators, No. 937, $5.30 
per doz.; No. 949, $6.50 per doz.; No. 
537, $6.90 per doz.; No. 1549, $8.25 
per doz. 


Winter Goods Moving Well in Twin Cities 


—Price Concessions Being Watched 


Minneapolis office of HARDWARE AGE 
ETAIL hardware market conditions remain sub- 
R stantially the same, although some improvement 
is noted in strictly seasonable items of winter 


merchandise. 


There continues to be a fairly active demand for fur- 
naces, stoves and ranges, as well as for hunting equipment 


and supplies. 
Automobile accessories and supplies 


ASH SIFTERS.—Sales of good volume; 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood sift- 
ers, $3.75 per doz.; round metallic, $4 
per doz.; wood barrel, $12 per doz. 

AXES.—Sales considered satisfactory; 


stocks good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit, base 


weights, $19 per doz. 
BALE TIES.—Fairly good sales; stocks 
ample; prices firm. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Single loop bale 
ties 65-10 per cent. 

BRADS.—Demand good; stocks in 


good condition; prices unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Wire brads in 
25-lb. boxes, 70-10 per cent. 
BUILDERS’ HARDWARE.—Sales of 


are holding their 


sets in. 


own remarkably well for this season of the year, and 
there is a good demand for radiator and engine covers. 
Special sales at reduced prices meets with a good de- 
mand, and the public is apparently willing to take advan- 
tage of any concessions in prices. 
equipment is rapidly improving as the winter season 


Demand for radio 


Collections are possibly somewhat better but are far 


builders’ hardware continue to be very 
good for this season of the year. There 
is a good demand for storm window 
and storm door fastenings. 


COAL HODS.—Very good demand; 
stocks good; prices stiff. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned coal 
hods, open, 17-in., $3.75; 18-in., $4.25; 
japanned funnel, "17- -in., $4.80; 18- -in., 


5.25; open galvanized, 17-in., $5.30; 


18-in., $5.80; 17-in., funnel galvan- 
ized, 36.65; i8-in., $7.10 per doz. 
EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS.—There is a 
good demand for this entire line. There 
has been a fairly substantial increase 
in jobbers’ prices. 
We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 


joint, single bead, 5-in., $5.25 per 100 
feet; 3 in. 28 gage conductor pipe, 


from what could be desired. 


$5.40 per 100 ft.; 3-in. conductor el- 
bows $1.73 per doz. 


FILES.—Files in good demand; stocks 
good; prices steady. 
GALVANIZED WARE.—Sales continue 


to show some improvement; stocks 
good; prices firm. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Galvanized Tubs, 
gee gg No. 1, $6.85; No. 2, $7.75; 

3, $8.95; heavy gaivanized Ne. i, 
$12, 00; No. 2, $13.25; No. 


$14.05 per 
doz.; galvanized pails, ED -y $2.55; 
12-qt., 9.90: 14-qt., $3.20; 16-qt., stock 
pails, $4.50; 18-qt., $5.20 per doz. 


GLASS AND PUTTY.—Very good de- 
mand as is usual at this time of the 
year; stocks good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single strength 
glass, 82 per cent; double strength 
glass, 84 per cent. Putty, 50-lb. steel 
drums, 5 per cwt.; 25-lb. steel 
drums, $5.20 per cwt. 
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HAMMERS AND HATCHETS.—Sales 
considered good; stocks ample; prices 
stiff. 
We 
f.0.b. 
mers, 
doz. ; 
Riverside, 
hatchets, 
per doz.; 
per doz.; 
per doz. 


LANTERNS. — Demand very good; 
stocks sufficient; prices stationary. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz lanterns, 
long or short globe, $13.50 per doz.; 
Embury lanterns, No. 210, $7.75 por 
doz.; No. 240, $12.75 per doz.; No. 
ve. Midget vehicle lanterns, $17 per 
OZ. 


NAILS.—Demand good for this sea- 
son; stocks in much better shape than 
previously this year; prices firm. 


jobbers’ stocks, 
Carpenters’ ham- 
Maydole No. 11%, $13.50 per 
Plumb HF81, $13.25 per doz., 
No. 61114 $13.25 per doz.; 
Plumb broad No. 2, $19. 40 
Plumb shingling No. 2, $15 
Plumb claw No. 2, $16.25 


quote from 
Twin Cities: 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, $4.10 per keg, base; cement 


coated nails, $3.60 per keg, base. 
OIL .HEATERS.—Good demand for 
temporary heating purposes and acces- 
sories to the regular heating equip- 
ment; prices firm. 

We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Japanned polished 
Steel 3-qt. capacity, $3.50 each; nickel 


polished steel, 4-qt. capacity, $5.40 
each. 


PYREX OVEN WARE. —Sales are ex- 
pected to develop very rapidly from 
now until after the holidays; prices 
firm. 

We quote from 
f.o.b. Twin Cities: Pyrex oven ware 
No. 101 casseroles, $1.33 each; No. 
197 casseroles, $1.17 each; No. 202 pie 
plates, 50c.; No. 210 pie ‘plates, 67c.; 
No. 212 bread pans, 60c.; No. 231 


jobbers’ stocks, 


utility pans, 67c.; No. 12 tea pots, 
2-cup, $1.67 each; No. 24 tea pots, 
4-cup, $2.00 each: No. 36 tea pots, 
6-cup, $2.33 


REGISTERS.—Registers continue to be 
in demand; stocks fairly good; prices 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast steel regis- 
ters, 3344 per cent from lists. 


ROPE.—Sales of fairly good volume; 
stocks good; prices show no further 
change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades 
manila rope, 17%c. per lb. base; best 
grades sisal rope, 164c. per lb. base. 


SANDPAPER. — Demand considered 
good for so late in the fall. Some 
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large users booking orders for deliv- 
ery in the new year. Prices are firm. 


SCREWS.—Demand fair and not ex- 
pected to be active until after the first 
of the year; stocks ample; prices re- 
main firm. 

We jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
screws, 75-5 per cent; round head 
blued screws, 72% per cent; flat head 
Japanned, 67% per cent; flat head 
brass screws, 70 per cent; ‘round head 
brass, 674% per cent. 


SKATES.—Dealers busily engaged in 
getting stocks whipped into shape for 
demand which can ordinarily be ex- 
pected by Thanksgiving time; prices 
steady. 


quote from 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Men’s plain No. 
1624 skates, 80c. per pair; 162444, 


$1.15 per pair; 524%, $1.21 per pair. 
Ladies’ 562414, $16 per pair: Nester 
Johnson Hockey, Plain, $7.50 per pair; 
nickel plated, $8.50 per pair. 


SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—Dealers getting in ship- 
ments from jobbers where orders were 
not placed earlier in the year; prices 
stiff. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good grade scrap- 
ers, $4.75 per doz.; straight handle 
wood, $4.85; straight handle steel 


blade, $5.25; "galvanized steel blade D 
handle, $12: per doz. 


SOLDER.—Steady demand in a small 
way for solder; prices remain un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Guaranteed half 
and half solder, 30c. per Ib. 

STEEL SHEETS.—Sales of _ steel 
sheets of small volume; stocks ample; 
prices stationary. 

We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: 28 gage galvanized 
steel sheets, $6 per cwt.; gage 
black steel sheets, $4.90 per cwt. | 

STEEL TRAPS.—Some retail demand 
developing; prices stiff. 

orn quote from jobbers’ stocks, 


o.b. Twin Cities: Victor No. 0, 
$60: No. 1, $2; No. 1%, $3.05; No. 2, 


$3.97; Newhous Oneida Jump, No. 
gle No. 1, $2.38; No. 1%, $3.48 per 
OZ. 


STOVE GOODS.—Good demand for 
practically the entire line of stove 
goods. Stocks ample; prices firm. 


We quote from jobbers’ stocks, 
crystallized, 28 x 28, $16.15; 30 x 30, 
f.o.b. Twin Cities: Stove boards, 
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$18.70; 36 x 36, $22.65; stove pipe, uni- 
form blued, 28- -gage, 6-in., knocked- 
down, $14. 60 per 100 joints; common 
= in. corrugated elbows, "$1.35 per 
doz.; 6-in. adjustable charcoal iron 
elbows, $1.95 per doz.; dampers, cast 
iron, wood or coil handles, $1.40 per 
doz.; stove shovels, 14%- -in. japanned, 
60c. per doz.; 214 in. Jumbo, 


japanned, $1.55 per daz.; Jumbo, Jr., 
90c. per doz. 
TACKS. — Sales continue  satisfac- 


tory; stocks good; prices as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 8-o0z. American 
cut, 82c.; 8-oz. tinned carpet, 96c.; 
8-oz. blued carpet, 82c.; No. 11 double 
pointed, 38c. 

TIN PLATE.—Sales remain good; 
stocks good. There has been a sub- 
stantial increase in prices. 


We quote from_ jobbers’ stocks, 
f.o.b. Twin Cities: Tin plate, furnace 


coke, ICL, 20 x 28, $16.50 per box; 
roofing tin, IC, 20 x 28, 8 lb. coating, 
$15 per box. 


WEATHERSTRIP.—Active demand for 
weatherstrip at this time; stocks good; 
prices firm, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 54 and % wood and 
fom of $1.85 per 100 ft.; l-in., $2.60 per 


WHEELBARROWS.—Sales of steel 
tray coal barrows good; balance of line 
fair; prices remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood stave bar- 
rows, fully bolted, $37.50 per doz. 
Tubular steel, No. 1, $6.75 each; wood 
garden barrows, $6.25 each. 


WIRE.—Demand for wire for fencing 
purposes did not open up as actively 
as had been anticipated. Stocks good; 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed wire, 
painted cattle, 80-rod spools, $3.70; 
galvanized cattle, $3.97; painted hog 
wire, $3.96; galvanized hog’ wire, 
$4. 25; smooth black annealed No. 9, 
$4 per cwt.; smooth galvanized an- - 
nealed, $4.45 per cwt. 


WRENCHES.—Sales of practically all 
brands of wrenches of good volume; 
stocks fairly complete; prices as last 


quoted. 
We. guote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 


wrenches, 60 per cent; Coes wrenches, 
40-10 per cent; engineers’ wrenches, 
25 per cent; knife handle wrenches, 
40-10; Stillson, 60-10: Trimo, 60-7%; 
Snap on wrenches in sets, 
service No. 101, $15.25; No. 202, $8; 
No. 404, $7; No. 505B, $ ; less 40 
per cent f.o.b. Milwaukee. 








et ' 


Wickwire Spencer Corp. 
Pensions Employees 


A pension plan has recently been 
established by the Wickwire Spencer 
Steel Corp., Worcester, Mass., affect- 
ing employees with a _ continuous 
record of employment of twenty-five 
years or more. 

All males who reach the age of 
seventy and all females who reach the 
age of sixty, and who have had twenty- 
five years or more of continuous em- 
ployment, will be entitled automatical- 
ly to definite retirement on pension. 

Similar retirement on application is 
granted males at sixty-five and females 
at fifty-five who have been twenty-five 


Current News of the Trade 


(Continued from page 80) 
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years or longer in continuous service. 
About 5000 employes will be affected. 


Chicago Jobber Issues Xmas 
Catalog to Consumers 


A small hardware catalog for Christ- 
mas distribution to consumers has 
been issued by Hibbard, Spencer, 
Bartlett & Co., Chicago, Ill. This 
booklet is called “Gifts of Utility” and 
is printed in red and green colors. The 
cover has a white space for the dealers’ 
name to be imprinted or stamped in. 

The printed matter contains full in- 
formation, with good illustrations, 
— the hardware for Christmas 
gifts. 





Farm Finances Better 


The farmer’s financial condition is 
improving, permitting him to ‘buy 
liberally of all commodities except im- 
plements, according to figures quoted 
at the thirtieth annual convention of 
the National Association of Farm 
Equipment Manufacturers, Statler 
Hotel, Cleveland, Oct. 24 to 26. Various 
production problems were discussed 
during the three day meeting. 

H. J. Hirscheimer, La Crosse Plow 
Co., La Crosse, Wis., was elected presi- 
dent, and Findley P. Mount, president, 
Advance-Rumely Co., La Porte, Ind., 
was*elected chairman of the executive 
committee. 
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For Profitable Sales 


McKinney Hinges and Butts meet 
every requirement of architect and 
builder in every way. You won’t have 
any kicks if you have a good stock of 


Mc KINNE 


Hinges Butts 


They are good products at any price 
and made from good metals by good 
workmen. And they are sold by 
good builders’ hardware merchants. 


MCKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
Western Office and Warehouse — Chicago 


Garage hardware, door hangers and track, door bolts and latches, shelf 
brackets, window and screen hardware, steel door mats 
and wrought specialties 
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There’s a Place in Every Hardware — for 


a Small Goods Table 


things. The job of presenting the 
merchandise is done by means of the 
goods itself. This means less sales 
effort and smaller sales forces. 

The housewife cannot easily pass 
a table of the little things she needs 
all the time. She is too busy to go 
over her supplies to see if she needs 
a new cake turner or a biscuit cut- 
ter before she goes downtown. If she 
broke the paring knife and it was 
the only one she had, the chances 
are she would use a case knife until 
she visited the store and saw a car- 


ton of paring knives on the counter 


—then she would get a new one. 
One could go through the entire line 
of kitchen and household wares from 
beginning to end and find that this 
holds true in a majority of cases. 


Little Profit Producers 


If hardware stores want to keep 
up a good volume of sales on these 
little profit makers, the merchandise 
should be out in plain view where 
every housewife could see it. No 
matter what the item is, if it is 
used in the kitchen or the home, 
this busy housewife will invariably 
give it “the once over.” 

E. H. Loyhed & Son of Faribault, 
Minn., recently demonstrated this 
fact to a certainty. The most valu- 
able space in’ this big store—right 
up at the front door—has been given 
over to a “10 cent” table. The illus- 
tration shows what it looks like. It 
is a money maker and every woman 
that goes by the store door can see 
that ‘10c.” sign from the street. 
Clean white oilcloth gives the proper 


Gaffney’s New Improved Acme 
Scriber 


The Jas. A. Gaffney Co., Inc., 35 
Warren, Street, New York City, will 
offer very shortly to the trade its new 
Improved Acme Scriber with adjust- 
able point. The improved Scriber is 
simpler in construction and is now a 
more practical tool. The point is now 
adjusted by sliding the small projection 
on the side of the Scriber with the fore- 
finger and thumb and fastened by the 
tightening of the wing nut, eliminating 
any possible chance of losing screws 
and thumb nuts. It also features a 
hardened fine point which slides 
through a pocket,: holding the point 
firm and which will enable the tool to 
be used as a compass. The tool will 
be highly nickel plated and mounted 
as before, 1 dozen on a highly attrac- 


(Continued from page 71) 


setting for this merchandise and 
makes it inviting. Every few days 
new items are added and the table 
is a source of delight to the ladies 
whenever they come in. After a 
purchase has been made and while 
the article is being wrapped and the 
change returned, there is an oppor- 
tunity of looking around at the china 
department, close at hand, the cook- 
ing utensils, and all of the other 
things.the real housewife delights to 
see. ; 

There is a real place in every hard- 
ware store for a small goods table. 
It does not necessarily have to be 
confined to merchandise purchased 
by the housewife because men never 
fail to note some little’ item they 
need and have forgotten to get. 

These tables for small items 
should always be light and attrac- 
tive. Dark, dirty or dingy tables 
are just as poor salesmen as the 
ones of flesh and blood who are not 
cheery and easy to look at. 

If you have one of these tables, 
similar to the Loyhed table, put a 
little memo book or scratch pad 
book on it and every time a sale is 
made jot down the amount. No 
doubt you will be surprised to see 
how quickly these little sales run 
into respectable money. It is worth 
trying anyhow and don’t forget that 
many a biscuit cutter has helped 
sell a range or an electric washer. 


Discovered a Good Idea 


An Illinois hardware dealer re- 
cently placed a little table of copper 





tive show card in colors of orange and 
black. 








rivets and burrs, some halter snaps, 
hog rings, etc., near the nail counter 
and finally after he had been fre- 
quently stopped while wrapping up 
nails to include one or two of these 
small items, he put them right up 
on the nail counter and never 
wrapped up the nails until after all 
of the purchases had been added to 
the package. A few little items 
added to the regular purchase often 
serve to increase the amount of the 
original sale 100 per cent. If this 
could be worked out with every item 
sold it would mean considerable to 
any hardware merchant. 


Keep Stocks Moving 


It is not always good policy to 
keep a certain line in one place and 
one place only. It is liable to take 
root there and stay forever. The 
things that sell like hot cakes in 
certain seasons should be moved 
around with other things that are 
going well at that time of the year. 
One should be played against the 
other. If a man comes in to buy 
an axe, it is a pretty safe bet that he 
needs a buck saw. If you sell husk- 
ing pins, gloves should be right 
alongside of them. A floor mop 
would suggest oil or furniture polish. 
Each purchase suggests, in a way, 
what the buyer is going to do and 
the hardware salesman should know 
what other items of hardware to 
offer. Paint should never be sold 
without finding out whether a brush, 
some sandpaper or steel wool is not 
needed. ‘ 


Save the Surface Booklet 


The Save the Surface Campaign is 
distributing a booklet that is destined 
to be of great help to the trade. The 
big idea behind the booklet is to fur- 
nish facts in connection with the paint 
and varnish business which will en- 
able the distributor to more effectively 
cooperate his selling and advertising. 

The “Dull Season Sales Drive” is 
clearly outlined, and the success of this 
drive will depend upon the help given 
locally. The first part of the booklet 
is given over to facts of the paint busi- 
ness, how much territory there is to 
be covered, the Save the Surface Cam- 
paign, things to be done to double the 
industry by 1926, etc. 

The booklet is well worth the study 
of every hardware dealer selling paint. 


Reading matter continued on page 104 
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Here’s More Help 
for YOU! 


You'll See this 


Advertisement in 
the December 
Number of the 


AMERICAN 
MAGAZINE 
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“ Look for R-W Ad- 
vertising! It Appears 
Regularly in Many 
National _ Publications 
and Steadily Builds Up 
Your Sales! 
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of the proposed constitutional amend- 
ment. The most experienced leaders in 
Congress believe it will require a full 
decade to do the job. By that time— 
if the present rate of borrowing by 
the States and municipalities continues 
—the job will be hardly worth the 
doing. 


Republican Whip Favors Tax Cut 


While Senator Smoot and other Con- 
gressional leaders are wet-blanketing 
all tax reduction plans, Senator Curtis 
of Kansas, the influential Republican 
whip of the upper house and an in- 
dustrious member of the Finance Com- 
mittee, insists that Congress early in 
the coming session shall pass a bill 
making a substantial cut in existing 
tax levies. After a long talk with the 
President one day during the past week 
Senator Curtis said: 

“There is a strong demand the 
country over for a reduction in taxes 
and I feel that Congress is justified 
by existing conditions in taking steps 
to wipe the war levies out, even should 
a soldiers’ bonus bill be enacted. 

“The Sixty-seventh Congress _ re- 
duced the tax burden by approximately 
$800,000,000, and while I do not think 
that so heavy a cut can be made during 
the coming year, nevertheless, we can 
get rid of a number of vexatious taxes, 
and lighten the tax load by a good 
many million dollars.” 


Counts on Moderate Bonus Bill 


In explaining his statement that 
Congress would be justified in reduc- 
ing taxes even though a soldiers’ bonus 
bill were passed, Senator Curtis point- 
ed out that he has in mind such a 
bonus measure as was passed and 
vetoed by President Harding during 
the last Congress. This bill involved 
an expenditure of but about $76,000,- 
000, the first year and spread the ad- 
ditional expenditures over a long 
period. The Senator believes that very 
substantial cuts can be made in the 
appropriations for the next fiscal year 
and that these economies will enable 
Congress to lop off two or three hun- 
dred million dollars in war taxes. 

Senator Curtis has very substantial 
support for his plan to eliminate the 
war taxes, especially the vexatious im- 
posts on telegraph and telephone mes- 
sages, commercial documents of all 
kinds, soft drinks and their ingredients, 
jewelry, etc. : 

The Internal Revenue Bureau is hav- 
ing great difficulty in the enforcement 
of the jewelry tax which it is collecting 
on a great many things which require 
a severe stretch of the imagination to 
classify as jewelry. Some of the mer- 
chandise upon which the tax has been 
levied could much more appropriately 
be called hardware. 


Farm Bloc’s Modest Program 


The agricultural bloc has prepared 
a program for the coming session that 
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will give Wall Street a very bad quar- 
ter of an hour. Senator Arthur Capper 
of Kansas, the publicity man of the 
farm bloc, promulgates the following 
modest project embracing the things 
that Congress at the coming session 
must do in the interest of the tillers of 
the soil: 

Reduce freight rates, 
on farm products. 

Give every encouragemen. 
operative marketing. 

Further revise the tariff downward 
on necessities the farmer must buy. 

Enact the truth-in-fabric bill. 

Make further reductions in appro- 
priations. 

Draft a new program of economy in 
public expenditures and carry it out 
in the interest of lightening the tax 
burden and setting an example for 
States and local communities. 

Assist in developing a wider Euro- 
pean market. 

Senator Capper also includes in his 
program the joint resolution to be re- 
ported by the Ways and Means Com- 
mittee providing for the taxing by the 
federal government of State and 
municipal. securities. 


particularly 


to co- 


Plan Hearings on Price Maintenance 


It is expected that during the coming 
fortnight an announcement will be 
made by the House Committee on Inter- 
state and Foreign Commerce with re- 
gard to hearings on the Kelly and 
Merritt price maintenance bills. The 
most enthusiastic champions of this 
legislation are anxious that the hear- 
ings shall take place before the holiday 
recess, but it is a question as to whether 
this is practicable. 

As the session will convene on Dec. 3 
and will probably recess for a fortnight 
on Dec. 20, it is by no means certain 
that the House Committee can be re- 
organized, vacancies filled and arrange- 
ments perfected for hearings during 
the fifteen days the House will be in 
session before the recess. Many 
witnesses who desire to be heard will 
come from great distances and even 
the most ardent champions of the pro- 
posed legislation will need some time to 
prepare themselves for the hearings. 

A carefully worked out plan will need 
to be adopted with respect to the hear- 
ings on the price maintenance bills if 
satisfactory results are to be accom- 
plished. There are literally thousands 
of business men throughout the coun- 
try who are extremely anxious to ap- 
pear before the House Committee and 
give their testimony as to existing con- 
ditions and especially as to the demoral- 
ization wrought in recent years by pre- 
datory price cutters. Several hundred 
national trade associations also will be 
ready to give the weight of their testi- 
mony and to emphasize the volume of 
the protest against the further continu- 
ance of existing conditions. 


Relatively Few Witnesses Can Be 


Heard 


If a tenth part of these would-be 
witnesses should be heard the House 
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Committee would remain in continuous 
session throughout the winter. It is 
obvious, therefore, that a definite pro- 
gram for the conduct of the hearings 
must be adopted and that all the vari- 
ous interests must subordinate their 
individual desires to the good of the 
cause. 

It has been suggested that Chairman 
Winslow appoint two committees repre- 
senting the champions and opponents 
of the pending bills and request them 
to arrange the program of the hearings 
so as to bring the testimony of all 
witnesses within the scope of the time 
which the committee can allot to the 
hearings. 

While Mr. Winslow is understood to 
favor free discussion and to be opposed 
to cutting off any responsible person 
who desires to be heard, it goes without 
saying that drastic limitations will 
have to be imposed to bring the hear- 
ings within the limit of time that the 
House Committee will be willing to 
allot to these particular measures. No 
committee of the House will have a 
heavier calendar than that on Inter- 
state and Foreign Commerce and of 
course the friends of the Kelly and 
Merritt bills are anxious that the hear- 
ings shall be concluded as soon as 
practicable in order that the measures 
may be taken up for consideration by 
the committee. 


Reorganization of House Committees 


The Congressional elections of a year 
ago and of last Tuesday have brought 
about a tremendous slashing in the 
Republican majority in the House. In 
the last Congress the Republicans had 
a margin of 170 votes while in the new 
Congress the margin will not exceed 
sixteen. 

From the standpoint of party dis- 
cipline big majorities are regarded as 
unwieldy and demoralizing, but a mar- 
gin of sixteen is so small as to make it 
exceedingly difficult for the party whips 
to keep a quorum of the dominant 
party in Washington. This is especial- 
ly true when the Republicans are in 
power because of the large number of 
the Republican representatives who 
come from districts within a night’s 
ride of Washington and who manage to 
practice law and give their attention 
to various lines of private business 
while holding down their jobs in Con- 
gress. 

One important effect of the big 
shrinkage in the Republican majority 
in the House will be the complete re- 
organization of committees and an in- 
crease in the Democratic representation 
thereon. This development will have a 
direct effect upon legislation and espe- 
cially upon measures of a partisan 
character or as to which the two domi- 
nant parties take opposing positions on 
economic grounds. 


Probable Ratio Thirteen to Eight 


In the last Congress the Republicans 
in reorganizing the committees placed 
two majority members on each commit- 
tee for every minority member. This 
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Illustration from a Viko Christmas advertisemeni 
appearing in November and December magazines 


‘ 

A full-page Viko advertisement in The 
Saturday Evening Post for November 24th 
tells why Viko is so satisfactory for Christ- 
mas giving. Other magazines repeat the 
story. The total circulation of this Viko ad- 
vertisement will be 5,830,958 copies. The 
number of readers will be greater still. 

Viko will sell better this Christmas than 
ever before. The complete Viko line contains 
dozens of articles that attract Christmas 
buyers. And the staple items, the pots, pans, 
and kettles, appeal to those who believe in 


giving useful things. An extra buying stim- 
ulus is provided bythe brightly colored holly 
boxes which “dress up” the Viko line for 
Christmas. A sparkling new Viko Christmas 
poster is ready for the Viko dealer’s store. 


If you sell Viko go after the Christmas trade 
hard. Add your efforts to the constantly 
growing influence of Viko national adver- 
tising upon your trade. Remember, “Viko” 
on aluminum ware means quality, popularly 
priced —and you can’t beat that combination 
at Christmas time or any other time. 


Ask your jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U. S. A. 
Makers of Everything in Aluminum 
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Telling Millions about Viko for Christmas 


The Popular . Aluminum 
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pose of the 
thread or 
the screw 
of an auger 
bit is 
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bit into the 
wood. 


How many bits will do it with- 
out pushing? 

Just one make—The Mephisto! 
Why? 3ecause the thread is 
U shape like a lag screw and 
cannot help pulling —and this 
thread will not fill. 


Stand on top of a ladder, bore 
a hole into the ceiling and see 
how easily a Mephisto pulls it- 
self into the wood. 
THIS IS ANOTHER FACT 
FOR YOUR CUSTOMERS! 


The W. A. IVES MFG. CO. 
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was necessary to find committee jobs 
for all the Republicans. In the new 
Congress there will be almost as many 
Democrats as Republicans, which serves 
to remind the majority leaders that in 
the Sixty-fifth Congress, in which the 
Democrats had a plurality of but two 
votes, the committee ratio was twelve 
majority members to nine minority. 

A similar division will be demanded 
by the Democrats in the coming session, 
and while it is not likely to be conceded 
it is believed that a readjustment will 
be made upon a ratio of thirteen to 
eight, which the Republicans conceded 
in the Sixty-sixth Congress in which 
they had a plurality of about fifty. 

The work of reapportioning the com- 


+ Unique Ege and Cream Whipper 
| { gs PI 


Will Appeal to Houséwife 


The Korena egg and cream whipper, 


| made by the Keb Mfg. Co., 358 Fifth 
| Avenue, New York City, has a number 























| of unique features well calculated to 
| appeal to the housewife. As may be 
| seen from the accompanying illustra- 
| tion, it is not operated by means of re- 
| volving a geared wheel as is ordinarily 
| the case, but by a plunger located on 
| the side of the top. 

By means of this feature the blade 
may be made to revolve at any desired 
speed and with a minimum of effort on 
the part of the operator. The opera- 
tor may, in fact, operate the whipper 
with one finger because of the extreme- 
ly light pressure required. 

The efficiency of the whipper is in- 
creased by the use of double blades, as 

| may be seen from the accompanying 
illustration, and is heavily nickeled. 
ie whipper is simply and strongly 
uilt. 


Automobile Bumper of Unique 


Construction 


The Metal Stamping Co., Long Island 
| City, N. Y., is featuring the new Lyon 
parallel bar bumper with an end-fold 
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mittees will be turned over to the 
Committee on Committees which will 
face a decidedly laborious task. In © 
addition to recasting the membership 
of all the committees new leaders will 
have to be chosen to fill seventeen 
vacancies in committee chairmanships 
due to the retirement, voluntary or 
enforced, of the former chairmen. 
These include some of the most power- 
ful committees in the House, among 
them Rules, Ways and Means, Judi- 
ciary, Post Offices and Insular Affairs. 

In most cases the time-honored rule, 
under which the ranking majority 
member succeeds to the chairmanship, 
will be followed. 


that distinguishes it from other double- 
bar bumpers. This new resilient 
bumper is rugged, yet built in graceful 
lines. It is unique in construction. The 
continuous ends form a solid one-piece 
barrier, with double resistance under 
impact. The end fold gives strength 
at the ends—where it is most needed. 


The bumper is made in 1% and 2-inch 
widths of the same steel, specially heat- 
treated and oil tempered for resiliency, 
and affords broad-faced bumping pro- 
tection across the entire front of the 
car. An improved type back shackle 
bolt fitting makes possible easy and 
rigid attachment to all cars. 


Upholstering Spring Brace Will 
Appeal to Householder 


Simple, practical and inexpensive, 
Hettinger’s Upholstering Spring 
Braces, made by H. C. Hettinger, 4708 
Northwestern Avenue, Chicago,-Ill., are 
designed to give chair seats resiliency 
and are adjustable to different sizes 
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and shapes of dining chair seats. They 
may be quickly and easily installed 
without disturbing the upholstery of 
the chair. They are comfortable and 
are said to entirely overcome the un- 
sightly, sagging seats which invariably 
result when the chair upholstery be- 
gins to lose its original resiliency. 





